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ABSTRACT 
 
Tourism has social and economic benefits. Economic benefits are received through 
tourists visiting tourist attractions. Social benefits related to benefits tourists receive 
personally when visiting tourist attractions. The number of individuals that are obese 
are constantly increasing and leads to hazardous medical conditions. The aim of this 
research study was to determine the extent to which geocaching can be used to 
increase tourism and decrease obesity. 
 
Geocaching is similar to a treasure hunt where participant use clues and a Global 
Positioning System device to find a treasure that are called a cache. The cache is 
filled with trinkets that are exchanged by participants that find the cache. 
 
Students of the second avenue campus of the Nelson Mandela Metropolitan 
University were used as respondents and given information on what geocaching 
involve. Three geocaches were hidden in The Boardwalk Casino and Entertainment 
World in Summerstrand, Port Elizabeth.  The respondents met at The Boardwalk 
Casino and Entertainment World where a clue and map was provided.  
 
After finding the cache the respondents was asked to complete an anonymous 
questionnaire. The results were calculated and conclusions and recommendations 
were made. The primary research process was conducted over too short a period of 
time to conclude whether it can lead to a reduction in obesity. However geocaching 
experience by respondents did show that the process of geocaching involves 
physical exercise, which is needed for losing weight. 
 
Research also indicated that respondents would like to geocache with family and 
friends. Geocaching with family and friends involves support which secondary 
research have also proven is important to losing weight and decreasing obesity. 
 
Respondents indicated that they enjoyed geocaching and would like to geocache in 
their free time. The indication of enjoying geocaching, participating in geocaching 
during free time allows travelling for leisure purposes as to geocache travelling is 
necessary and the majority of geocaches is hidden at tourist attractions.  
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The combination of travelling to tourist attractions, enjoying the experience and 
partaking in physical exercise with family and friends involve two of the three main 
aspects seen as helping to reduce obesity: enjoyable physical activity and support 
from family and friends. The conclusion is therefore that geocaching can be utilised 
to increase tourism and reduce obesity. 
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CHAPTER 1 
INTRODUCTION TO RESEARCH 
 
1.1 INTRODUCTION AND PROBLEM STATEMENT 
 
The fact that obesity is one of the top ten reasons of death makes obesity a global 
public health concern (Kruger, Puoane, Senekal & Van der Merwe 2005:491-492). A 
study showed that in South Africa 29 percent of males and 56 percent of females 
over 15 years are obese. The same study also indicated that 17 percent of children 
are overweight and 4.2 percent obese (Barbeau 2010). Other statistics indicate that 
5 percent of boys and 25 percent of girls are obese in South Africa. When these 
statistics are compared to other countries, South Africa ranks fifth with the United 
Kingdom having the most obese children followed by the United States of America, 
Canada and Mexico exc eeding the number of obese children in South Africa. Obese 
parents tend to have obese children (van Heerden 2009). Often a child‟s activity 
level is similar to the activity level of its parents. Parents who control eating the 
habits of their children inhibit children from developing their own eating habits (Kiess, 
Marcus & Wabitsh 2004:120-121, 126 & 128).  
 
One of the main causes of obesity in children is a lack of physical exercise.  Physical   
activity needs to be enjoyed by the child. The physical activity must be accessible, 
group-based for increased support and encouragement and regular, with a minimum 
of three sessions per week and should include the outdoors. Physical activity also 
reduces anxiety and anger as well as lethargy (Mc Quade 2004).  Exercising is seen 
as an effective way to reduce or prevent obesity (Zemlin 2009). No country has been 
successful in decreasing obesity (van Heerden 2007). Unhealthy eating habits and 
not partaking in physical exercise can cause being overweight and obese with health 
risks that develop.    
 
Recreation is seen as an activity conducted during recreation time. Another way to 
spend one‟s recreation time is to go geocaching. Geocaching is similar to a treasure 
hunt that includes technology (Dyer 2004:1). In a treasure hunt participants partake 
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in a game. The game involves questions, left at different places, which lead to finding 
a hidden prize (Hornby 2010:1576). Geocaching follows the same principles. 
Participants use a GPS receiver (technology) and clues to find various items or 
treasures (called „geocaches‟ or „caches‟), hidden at noteworthy locations (Dyer 
2004:1). Caches can be an ammunition box, a plastic Tupperware container or a pill 
box that contains a logbook and some trinkets. Random items found in caches 
include maps, games and jewellery (Mathieson 2005:186; Weber 2010:56).  
Examples of trinkets are a tennis ball or a small doll. Trinkets are only allowed to be 
taken when the participant replaces it with another trinket (Broida 2003:112). 
Geocaching, as an enjoyable activity can be enjoyed at various levels of difficulty, 
involves various forms of exercise and is enjoyed during recreation time whilst 
exercising usually takes place.  Geocaching encourages people to go into the 
outdoors and have been used to encourage people to travel while searching for 
caches.  
 
Given the discussion above the problem statement can be formulated into the 
following question: How can geocaching be utilised to reduce obesity and 
increase tourism? 
 
1.2 LITERATURE OVERVIEW 
 
Similar to geocaching, tourism is also seen as a recreational activity. The definition 
of tourism will vary depending on various characteristics (Keyser 2002:19-20). One 
definition of tourism describes it as an activity that involves short-term movement to 
location that is outside the area where individuals normally live and work. Travel is 
associated with going to a location and to participate in activities that are not 
associated with activities that one would normally participate in (Mancini 2005:3). If 
individuals visit tourist attractions within their area where they live for less than 24 
hours they are classified as excursionists. An excursion includes a visit that is 
temporary and lasts for less than 24 hours (Vanhove 2005:2-3). Tourism is thus 
classified as non-local recreation and excursions are classified as local recreation 
(Keyser 2002:15). The two types of recreation depend on whether individuals 
participate in tourism within the area they live in or not. Individuals want to participate 
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in tourism for various reasons. The Domestic Tourism Survey shows popular 
reasons South Africans travel for. The main purposes for taking a holiday from 
February 2008 to December 2009 are indicated in figure 1 below: 
 
Figure 1.1: Purpose of Trip 
 
Source: Adapted from South Africa Tourism (2010) 
 
The above figure indicates that travelling for business reasons, study, medical, 
religious and other reasons were the least popular reasons to travel. Travelling for 
recreation purposes, visiting friends and relatives and shopping have proven to be 
the three most popular reasons to travel (South Africa Tourism 2010). 
 
Both physical activity and tourism can be enjoyed during recreation time. As 
mentioned previously. Geocaching is an outdoor activity that involves exercise 
improves well-being. Geocaching is a relatively unknown concept. It however; been 
applied successfully in different fields of recreation that will be discussed in chapter 
5. However, very limited formal research has been done on geocaching.  
 
In order to geocache you need a Global Positioning System receiver (GPS) and a 
computer to visit the geocaching website (Schlatter & Hurd 2005:28-35). Upon 
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accessing the website the participant search for caches by entering the area where 
going geocaching. Geocaching participants enter latitude and longitude coordinates 
on the GPS receiver and study the clues given on the website to help find the cache. 
Upon finding the hidden, camouflaged container (cache) an item is taken out of the 
cache and another item is put in (Anderson 2008). The findings are recorded in the 
logbook that is found in the cache (Hinch 2007:139–140). Together with a logbook, 
pen and trading items, it is also advisable to leave a note explaining what 
geocaching is. If non-geocaching participants (known as „muggles‟) come across the 
cache the note will advise them what geocaching is and that they must leave the 
cache where and how it was found (Gripman & Gripman 2008:88). Upon returning 
home geocaching participants log onto the website and state that they have found 
the cache (Hinch 2007:139–140). 
 
The official geocaching website is the main source of information for geocaching 
participants. Other sources of information include news groups, clubs and 
organisations that have their own list of caches on their own websites (Dyer 
2004:11). One website that is actively aiming to utilise geocaching and tourism is the 
Geocaching-Tourism website. Their aim is to plant approximately five caches at 
attractions within a destination. Geocaching participants then look for all five caches 
at the destination. Visiting all five caches allow the participants to visit all five tourist 
attractions. The attractions are all based on market niches (Geocache Tourism n.d.). 
The planting of caches at tourist destinations increases and enhances the 
experience at tourist attractions.  Geocaching is also seen as having minimum or no 
negative impact on the environment (Peters 2004:271). 
 
The variables of obesity, geocaching and tourism will form the basis of this research 
and will be discussed in section four.  
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1.3 RESEARCH OBJECTIVES 
 
The primary objective and main aim of this study is to establish if geocaching can 
lead to a decrease in obesity and an increase in tourism. In order to achieve this 
primary objective various secondary objectives have been identified.  
 
The secondary objectives are as follows: 
- To determine if participation in geocaching related activities can be an effective 
means of losing weight; 
- To determine if geocaching was seen as exercise; 
- To determine if participating in geocaching is an enjoyable activity; 
- To determine if geocaching can be applied as a family recreational activity, and 
- To determine the extent to which recreation time was used to take part in 
tourism related activities. 
 
1.4 CLARIFICATION OF CONCEPTS  
 
In the following section the concepts of the aspects investigated in this research 
study is discussed.  
 
Obesity: A person is classified as obese when that person is overweight to the extent 
that it is unhealthy (Hornby 2010:1004). If an individual‟s height divided by the 
individual‟s weight provides an answer that is greater than 30 an individual is seen 
as obese (Goedecke, Jennings & Lambert 2005:65, Brannon & Feist 2010:38). 
 
Geocaching: Geocaching is an outdoor sport that is being regarded as fun and 
involves applying navigational skills (Peters 2004:4). Geocaching is a creative and 
inexpensive activity that is healthy. It uses technology and the outdoors and 
encourages participants to travel within their own city (Schlatter & Hurd 2005:28-32).  
 
Tourism: An excursionist is when an individual visits an attraction for less than 24 
hours. Within this study tourism will refer to an occasion where a tourist attraction is 
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visited for longer than twenty four hours or less than 24 hours – the term tourist will 
imply any visit to a tourist attraction that is longer or shorter than 24 hours. 
  
Geocaches were placed at locations that involve participants to be active outdoors 
and travel to areas which were within close proximity of each other.  For this 
research, the variable geocaching was explained to 132 participants. Participants 
formed groups. The groups were provided with the coordinates of geocaches which 
were within walking distance from each other. Each group was given the opportunity 
to search for the geocaches. All caches were hidden at the Port Elizabeth Boardwalk 
Casino and Entertainment World.  
 
1.5 METHODOLOGY 
 
There are mainly two types of research paradigms. Quantitative research 
(positivistic) which involves applying numerical values to the variables researched, 
and qualitative research (phenomenological) which is associated with research done 
to provide insight into individuals‟ social and human activities, attitudes and 
behaviour (Collis & Hussey 2003:1, 13). This research study evolved around utilising 
geocaching to reduce obesity and increase tourism. This is still a very new field and 
limited research findings are available, thus a qualitative approach was more 
appropriate for this research study. However quantitative research techniques were 
applied to the research study as well to enhance the findings of the study. 
 
1.5.1 Research Paradigms 
The research paradigm provides guidance as to how research is conducted. The 
guidance is based on certain characteristics. The table below gives further insight 
into the different characteristics of positivistic and phenomenological paradigms 
(Collis & Hussey 2009:55, 58). 
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Table 1.1: Comparison between phenomenological and positivistic paradigms 
POSITIVISTIC PARADIGM PHENOMENOLOGICAL PARADIGM 
Reality is objective and singular. The 
researcher is seen as separate from that 
being researched. 
Participants view the researcher as 
subjective. 
The researcher is independent from that 
being researched 
Researcher interacts with what is being 
researched. 
Research is value-free and unbiased. Research is seen as value-laden and 
biased. 
Writing is done in a formal style, in the 
passive voice. Quantitative words and 
set definitions is used. 
Writing is done in an informal style and 
makes use of a personal voice. 
Qualitative terms and limited definitions 
are used. 
The process is deductive and the study 
focuses on the cause and effect. 
An inductive study is conducted 
consisting of categories which are 
identified during the process. 
Research is context free and 
generalisability leads to prediction. 
Research is context bound and patterns 
and theories are developed for 
understanding. 
Results are reliable. Results are accurate and reliable through 
verification. 
Source: Adapted from Collis and Hussey (2009:55, 58) 
 
In summary, qualitative research studies aim to understand human behaviour. 
Human behaviour stems from decisions to act and participate in certain activities. 
The meaning of a human‟s actions and experiences must relate to the concept being 
researched.  
 
The actions and experiences researched involved geocaching. It was explained to 
participants what the concept of geocaching involves and respondents were given 
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the opportunity to geocache. In the following section the criteria for a well-designed 
research project will be discussed. 
 
1.5.2 Criteria for a well Designed Research Project 
Rigour ensures appropriateness of the research design. A systematic application is 
also important, together with validity, generalisability and reliability. A logical 
research framework is also important. A research framework connects the research 
project with the goals associated with the research. The framework guides the 
monitoring of the research project as well as the evaluation process thereof. The 
important aspects of the research projects are summarised and the results are valid 
(Gijsbers, Janssen, Obame & Meiricnk, 2001:273, 275; Anderson, 2008:62). 
a) Validity 
The validity of research establishes whether the research conducted was misleading 
or whether it described what it was supposed to describe. If the research described 
what it was supposed to the research is seen as valid (Lancaster 2005:71; Cowther 
& Lancaster 2008:80). If information from different sources comes to the same 
conclusions, research is also seen as valid (Cowther & Lancaster 2008:80). Poor 
samples and poor measurement of research findings lead to errors. Errors reduce 
validity. However, in qualitative research, data aim to explain and analyse research 
by gaining insight on the meaning and knowledge of the phenomena being 
researched (Collis & Hussey 2003:58-59). For this reason validity was high.  
 
What this research study needed to describe is what was set out in the research 
objectives. If the primary data presented findings that answered the research 
questions, the research objectives were reached. To assist in ensuring that the 
primary data provided findings that describe what it was supposed to it is important 
that the correct methods and sources for data collection were used. Together with 
the correct methods and sources of data collection it is imperative that the sample 
size and the measurement of the samples were error-free (Bryman & Bell 2007:41-
42). 
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How primary data was collected, the sources and information as well as the 
measurement of the sample will briefly be discussed later in this chapter, and in 
more detail in chapter two. The different forms of validity are also discussed in 
chapter 2 together with the concepts generalisability and reliability.  
 
Further information on the research design will be discussed in the following section.  
 
1.5.3 Research design 
Little research results was available regarding geocaching. A pilot study was done to 
determine the reliability of the qualitative research instrument. Pilot studies involve a 
limited sample size that tests a new measurement instrument. Pilot studies are 
helpful if an instrument was designed specifically for a research project (Welman, 
Kruger & Mitchell 2005:148). The Pilot study, or feasibility study, is seen as an 
important part of a study‟s research design. The reason why pilot studies are 
important is that they are usually done in preparation for research on a larger scale. 
In North America geocaching has been applied to gyms and schools (for physical 
education and to practically apply theory). Formal research on the relationship 
between tourism, physical exercise and spending the recreational time outdoors and 
its relationship to geocaching has not been done in South Africa. The research 
findings aimed to give insight into applying geocaching related activities on a larger 
scale, as well as ways in which geocaching can be better applied. 
 
Focus groups are usually used when individual interviews are difficult to conduct and 
when one wishes to conduct a small test for a questionnaire for quantitative 
research. When research is conducted using focus groups, questionnaires can be 
structured or unstructured (Welman, Kruger & Mitchell 2005:201-202). Individuals 
participating in a focus group can either be self-selecting or by using snowball 
sampling. Self-selection involves individuals willingly volunteering to participate in 
research. Snowball sampling involves individuals being approached to participate in 
research. The individuals are able to further identify other individuals to also 
participate in the research project. Snowballing involves participants that have 
specific characteristics that relate to the research project. Self-selection sampling is 
useful when the research involves exploratory research and snowball sampling is 
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useful when the research involves cases that are difficult to identify.  The costs and 
control over the sample contents with both methods are low (Welman, Kruger & 
Mitchell 2005:69-70).  
 
A sample with qualitative research is purposive and not random and representative. 
A focus group can comprise six to twelve members that are knowledgeable on the 
topic being researched. The reduction in quality may stem from certain members 
preventing other members from responding. Hostile members should be excluded 
from the research to eliminate non-responsive members. When conducting focus 
groups the researcher generally introduces the topic and sets the rules. Participants 
share experiences on the topic and give closing statements. Interviewers take notes 
of verbal and non-verbal communication (Welman, Kruger & Mitchell 2005:200, 204).  
 
For this research study 132 students were asked to participate in geocaching. In 
small groups students were given the opportunity to find numerous caches that were 
hidden at the Port Elizabeth Boardwalk Casino and Entertainment Centre. 
Participants were well briefed on how to geocache. Rules for the search of 
geocaching was given beforehand. 
 
The questionnaire, which the researcher used in conducting interviews with the 
respondents involved questions that related to participants‟ participation in tourist 
attractions in general and how they experienced the concept of geocaching. 
Participants could choose whether they wanted to participate in the geocaching 
event and the researcher observed the behaviour of participants while they 
participated in geocaching. 
 
The quality of research was reduced by members who did not have a GPS. Another 
disadvantage of focus groups may be that not all participants would have wanted to 
share how they experienced the geocaching day. This obstacle was overcome by 
providing each participant with a questionnaire where their thoughts and perceptions 
were made known anonymously without sharing it with other participants.  
 
The advantages were that information can be obtained quickly and at a low cost. 
Participants can easily clarify steps and are better able to reach consensus on the 
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problem through the sharing of new ideas (Welman, Kruger & Mitchell 2005:203). 
Being hesitant to share feelings was reduced through a questionnaire that was 
answered anonymously.  
 
The methods used to obtain data, such as focus groups, pilot studies, observations, 
questionnaires and lectures, and whether the results are valid, reliable and can be 
generalised were not the only criteria for good research. Other criteria considered for 
a good research project will be discussed in the section 5.4. 
 
1.5.4 Other criteria for a good research project 
Additional criteria for a good research project include originality, sound scientific 
reasoning, purposiveness, logical research framework, practicality and ethics 
(Jankowicz 2005:55-56). 
 
Originality is defined as “the quality of being new and interesting in a way that is 
different from anything that has existed before.” (Hornby 2010:1031). Geocaching 
has not been researched before. Tourism and obesity has. The combination of the 
benefits of these three activities (geocaching, tourism and obesity) when used in 
combination constituted a research study that was different from any prior research. 
The extent to which geocaching can be useful and actionable and assist an 
individual to reduce weight and increase tourism simultaneously will be determined 
from the primary data gathered.  
 
Purposiveness involves a well defined problem. Examples of possible problems 
experienced in research include goals that are not reached or when unwanted 
symptoms are experienced. A problem that is not well defined provides limited 
information. The problem, although specified, may provide uncertainty whether it 
actually is solved. The process of solving the problem is generally well known. A well 
defined problem includes a problem with which the solution is known. Throughout 
the research process the problem is mentioned. The importance of continuously 
mentioning the problem is to prevent uncertainty when research shows a solution 
that is accepted as the correct one (Khandwalla 2004:175-176). The problem of 
obesity and the health consequences associated with it is well known. Tourism and 
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the positive impact it has on the economy and environment have also been 
researched. In this research study the information, solutions and processes that 
already existed with regard to reducing weight and increasing tourism have been 
used to find a solution that assisted in the application of increasing energy 
expenditure in an enjoyable way.  The enjoyable method of energy expenditure for 
this research study is geocaching.  
 
The last criterion for a good research proposal is ethics. Participants should not be 
forced to participate in a research study. Anonymity and confidentiality should be 
offered. Both anonymity and confidentiality allow for not embarrassing participants as 
well as higher response rates. Results should also not be exaggerated or omitted 
(Collis & Hussey 2009:45). Participants participating in the primary data collection 
was invited to participate and not coerced into doing so.  
 
1.6 VALUE OF THE RESEARCH 
 
In South Africa obesity threatens more lives than poverty (Power 2004). Tourism is a 
recreational activity with economic, environmental and social benefits and in 2009 
over twenty two billion rand were spent in the industry (South Africa Tourism 2010). 
Secondary sources indicated that geocaching can assist in reducing obesity and 
increasing tourism. Geocaching has been applied on limited occasions with success. 
However, little research has been done on the impact geocaching can have on these 
two variables. If geocaching can be utilised successfully to assist in reducing obesity 
and increasing tourism, it will be beneficial to all parties involved. 
 
1.7 CHAPTER OUTLINE 
 
Chapter one provided an introduction and problem statement to this research study.   
 
In chapter two a more detailed description on the methodology utilised in this 
research study will be given. 
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Chapter three will focus on obesity.   
  
In chapter four tourism marketing will be discussed in detail. 
 
Chapter five will focus on a detailed discussion of geocaching.  
  
Primary data sourcing will be discussed in chapter six. 
 
Chapter seven will involve the data findings and the analysis thereof.  
 
Chapter eight, the final chapter, will provide conclusions and recommendations. 
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CHAPTER 2 
RESEARCH METHODOLOGY 
 
2.1 INTRODUCTION 
 
In chapter one a brief overview of this research study was given. In chapter 2 a more 
detailed discussion will follow on the methodology of this research study. The 
discussion will comprise information on research paradigms, validity, generalisability 
and reliability, research design and methodology. 
 
2.2 RESEARCH PARADIGMS 
 
In positivistic studies (quantitative research) large samples are used and information 
is gathered in an artificial setting. The aim is to create hypotheses to help gather 
precise, objective and quantitative data. The researcher‟s observations are 
independent from the concepts being researched (Collis & Hussey 2009:56). Some 
reasons for independent observations are to ensure that research findings are 
unbiased and that the views of the researcher do not distort the research findings 
(Blumberg, Cooper & Schindler 2005:18-19). The researcher in positivistic studies is 
objective, external and not part of that which is having researched (Collis & Hussey 
2009:56, 62). 
 
The phenomenological paradigm was used for the research in question as very little 
research has been done on geocaching. In order to complement this research 
paradigm, quantitative research has also been undertaken. Phenomenological 
studies (qualitative research) conduct research that involves human behaviour and 
how the researcher understood a participant‟s behaviour. The meaning of the 
phenomena is the main focus, and not the measurement of a specific aspect. 
Phenomenological research techniques aim to determine the meaning of actions.  
The actions of the participants have to relate to an experience which is linked to the 
concept being researched. Research is conducted within a social atmosphere. The 
researcher forms part of the research process by interacting with the participants 
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while they are being studied. The main aim of a phenomenological research study is 
to study the meaning of participants‟ experiences within a social context. 
Phenomenological or interpretivistic studies generally make use of small samples to 
generate theories. Research was conducted in a natural location and provides data 
that is seen as rich, subjective and qualitative. Data is seen as having a low 
reliability, but high validity (Collis & Hussey 2003:53, Collis & Collis 2009:56, 62). 
Data can be seen as primary or secondary data and can be collected quantitatively 
or qualitatively from different sources (Clark, Riley, Shivas & Walkie 2005:107). 
 
2.2.1 Quantitative research 
Quantitative research involves data that is expressed in numerical terms and, is also 
known as positivistic research. In positivistic research the researcher is distant from 
the phenomena being researched, thus reducing bias and increasing precision. 
Positivistic research is also seen as being objective and following strict protocols.  
Hunches, experiences and intuition are not acceptable in positivistic research 
studies. The aim is to use laws to explain or predict an occurrence in a controlled 
environment (Collis & Hussey 2003:52-53). 
Quantitative research provides statistical information on who, what, how many and 
how often a participant performs certain actions. The group of people who answers 
these questions is known as a sample that is determined statistically based on the 
total population size (Kolb 2002:160).  
Quantitative research assists tourism destinations by providing insights into how 
tourists bond with the nature and developments of a tourist destination. It helps to 
determine the activities tourists like and whether they are satisfied with the activities 
or not. A drawback of quantitative research is that motives are not included in 
results. Thus the need for qualitative research is important as well (Kozak & Decrop 
2009:4-5).  
 
2.2.2 Qualitative research 
Both qualitative and quantitative research is valuable in solving research problems 
(Cowther & Lancaster 2008:75). When using qualitative data to solve a research 
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problem the investigator is not separate from the phenomena researched. Research 
problems will mostly involve social sciences. Social sciences relate to human 
behaviour and the meaning of humans activity. Qualitative research studies an 
occurrence and questions the cause. The aim is to describe, translate and determine 
the meaning of human behaviour. Qualitative data is important since it includes 
significant detail in respect of the phenomena being researched. Qualitative data 
also mostly involves using small samples in a natural location. If research takes 
place in a laboratory, the variables of the research are controlled. The location refers 
to where the research is conducted. In the natural location, outside influences cannot 
be controlled (Collis & Hussey 2003:53, 55 - 57).  
Qualitative research involves natural settings that provide in information which helps 
to base decisions on, for example, past experiences and expectations of tourists. 
Every time an individual buys a tourism product the motives for that purchase is 
different. Changes in tourism are difficult to quantify (Kozak & Decrop 2009:5). In 
tourism numbers is not as important as tourism is more difficult to quantify and have 
lower variability, but provides objectivity. Theories (what is thought to be known) are 
used to assist in improving problems that relate to tourism management and society 
(Hara 2008:24-25). 
Qualitative data involves observations. The observations studied through qualitative 
data generally describe data by classifying the data by type (Lancaster 2005:66). 
When determining the feasibility of a new product, qualitative research is seen as 
valuable – especially to marketers. In summary qualitative data, when used in 
marketing and the social sciences, includes collecting data by using unstructured 
questionnaires that exclude statistical analysis. It aims to gain insight from opinions, 
behaviour, attitudes, opportunities, sub-conscious motivations and problems through 
observations, interviews, verbal descriptions and explanations. Attitudes of 
employees and customers must be determined as this will help with determining the 
correct research processes to follow. Qualitative research does not only help with 
this, but assist in defining problems and identities that assist with quantitative 
research. It is the research method that is used by most marketers and involves two 
approaches. The purpose of the study will determine whether the intent of the 
research is known and whether the study receives accurate responses from 
participants or not. When conducting qualitative research the researcher must keep 
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a distance from the aspects being researched while following four criteria (Nykiel, 
2007:39-41). 
 
The first criteria states that interpretations used must be generally accepted. This is 
known as credibility.  A second criteria, transferability, states that results obtained 
from the research must be relevant to not only the organisation conducting the 
research, but the situations as well. According to Tashakkorri and Teddlie (2003:39) 
transferability is similar to external validity where findings are applied to other 
conditions. A third and fourth criterion of Nykiel (2007) involves the forecasting and 
duplication of findings. This is known as dependability and conformability 
respectively. Contingency plans are important due to the practical constraints and 
the lack of laboratories of service organisations. For research in customer service 
and quality both quantitative and qualitative research is important and the findings of 
both methods will play a role in decision-making and marketing and strategic plans of 
an organisation. Customers share demographic, geographic and socio-economic 
variables that allow for similar needs that must be satisfied. Quantitative and 
qualitative research includes research on customer usage and preference and price 
and distribution strategies that assist in satisfying needs (Nykiel 2007:39-41,243 & 
271).  
 
2.3 VALIDITY, RELIABILITY AND GENERALISABILITY 
 
Data that is effective is seen as being valid, reliable and generalisable. Validity, 
reliability and generalisability were originally considered for quantitative research, but 
is also applicable to qualitative research (Lancaster 2005:71,72). These three 
concepts, and how they will enable effective data to be found, will be discussed next. 
 
2.3.1 Validity 
Validity is affected by content and criterion of the evidence produced in research. 
With regard to content, judgement plays a crucial role. If judgement and expertise 
levels are high, so is validity. The criteria must be accurate. Accuracy can be 
increased through obtaining the correct type and amount of evidence. Sample size 
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and cross-validating results also assist in increasing validity (Bryman & Bell 
2007:55). 
Validity is synonymous with truthfulness. It involves determining whether a statement 
or belief is truthful and actionable, whether it can be verified and whether it focuses 
on gaining knowledge. Knowledge is seen as truthful when research proves that it is 
not a theory. Taylor (1985:113) in Afdal (2006:42-44) stated that it is important to 
remember that theories must be tested and judged in practice. It is therefore crucial 
that a researcher does research on aspects that must be investigated. The relevance 
of knowledge gained, through research participants is also crucial. Validity is a link 
between theories generated and data received through research. The researcher 
does not determine the validity of a study – an external entity determines validity 
after research is conducted.  (Afdal, 2006:42-44). Five different types of validity exist. 
The different types of validity are construct, internal, criterion-related, ecological and 
external validity.  
The first is measurement or construct validity. With construct validity additional 
research is done on a topic or field for which research already exists. If the new 
research shows similar results than existing studies, it is called convergent validity 
and validity is seen as high. If not, it is called discriminant validity (Welk 2002:42-44). 
Measurement or construct validity relates to the measurements used within a 
research study, and whether the measurements can accurately measure that which 
needs to be researched (Bryman & Bell 2007:41-42). Some aspects or hypothetical 
constructs that influence research findings may not be observable. Examples of such 
hypothetical constructs are motivation, satisfaction, ambition and anxiety. 
Understanding these hypothetical constructs assists in more effective explaining of 
the reasons for observations. Conclusions on the relationship between variables 
being researched must be valid. For example if one variable causes a variation in the 
concept being researched, then it is imperative that the variation occurring relates to 
the concept being researched and not something else. This is known as internal 
validity (Collis & Hussey 2009:65). 
Internal validity is the second form of validity and aims to come to conclusions on 
consequences and social consensus. The question is asked whether consequences 
and social consensus cause variation when taking moral awareness and its 
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relationship to each other into consideration.  The relationship must not be created 
by outside variables, but between the dependent and independent variable. The 
independent variable must be responsible for a variation in the dependent variable 
(Collis & Hussey 2009:65). 
Criterion-related validity is used to conduct research on the relationship that exists 
between two variables. An example may be doing simultaneous research on 
individuals‟ fitness levels and hart diseases or tourism and obesity, as  is the case in 
this research study. Criterion-related validity is seen as accurate as it involves 
statistics. It is difficult to use when doing research on physical activity, but is seen as 
being affordable (Welk, 2002: 42-44).  
The fourth form of validity is ecological validity. Ecological validity aims to find 
conclusions on attitudes, life conditions, opinions and values. The ecological 
approach relates to research that is technically valid and relates to a person‟s 
everyday life. It involves researching the natural and social setting in peoples‟ natural 
habitat. Conducting research in a natural setting is important as an artificial setting 
allows for ecological invalidity (Collis & Hussey 2009:65). 
External validity is the fifth form of validity and asks whether the results can be 
generalised. Questionnaires are one method to measure validity as it help in helping 
to generalise findings. However it is said that filling in a questionnaire is an unnatural 
activity, which in turn leads to limited ecological invalidity  (Bryman & Bell 2007:41-
42). It is important that the research questions are clearly defined, easily understood 
and workable. The measurements used must apply to two criteria: Measures must 
relate to research and the measure must be comparable with research done on 
previous occasions (Wilson 2010: 119). Measurements must assess respondents‟ 
views in a consistent manner. Questions must be worded unambiguously. 
Ambiguous questions may lead to respondents either failing to, or to answer 
questions incorrectly. Misleading measurement together with poor samples can 
cause faulty research procedures. Faulty research procedures undermine validity.  
The aim is to draw conclusions on knowledge and meaning (Collis & Hussey 
2009:65, 204). 
Validity is concerned with whether findings relate to what is happening when an 
individual participates in an activity or an experience. Validity is important and relates 
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to the integrity of conclusions (Bryman & Bell 2007:41-42). In this research study a 
lecture and information session, actually geocaching and questionnaires will be 
utilised to gather information and measure the relationship between geocaching and 
tourism, physical exercise and enjoyment of the recreational time spent. The 
elements which are not directly observable will be collected through questionnaires 
and interviews. The social interaction between participants will also be evaluated. 
The social interactions between geocaching participants, while geocaching, will also 
be observed for two important reasons: 
 Outside variables can affect the quality of information received and reduce 
validity; and 
 Variables that relate to those being researched will assist in providing 
information that is high in validity. 
Participants will be geocaching within a natural location where geocaching can 
normally take place. This will allow for attitudes, life conditions, opinions and values 
normally associated when geocaching to be reflected truthfully. Questionnaires will 
be carefully designed, and avoid unambiguity to ensure that the data retrieved is true 
and comparable and that questions are easy to understand. The data findings of the 
respondents will be recorded carefully to ensure that findings are error free and valid. 
 
2.3.2 Reliability 
Reliability is influenced by variability as well as the number of items, time, 
instruments, and observers used in the research process. People also influence 
reliability. When determining reliability the type of people participating in research is 
of greater importance than the number of people. Reliability increases when 
individuals researched are aware of the methodology; when research is done on 
more than one occasion, and when measurement is precise. When research is done 
on more than one occasion the time between when research occasions  should be 
minimal, due to variables, that can influence the research (Welk 2002:42). 
In order to provide opportunities that will in future incorporate geocaching. it is 
important that the research, if done on a second occasion, in the same environment, 
will yield similar results. Similar results also contribute to the credibility of research. 
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Reliability refers to whether research, if re-applied on different occasions, will yield 
the same results (Lancaster 2005:72). Research findings that are not reliable cannot 
be used for future research projects (Cowther & Lancaster 2008:80). Reliability 
allows for a research study to be credible. The credibility and reliability of a research 
study can be increased if the study is repeated on numerous occasions. This is 
known as replication (Collis & Hussey 2003:58). Phenomenological research studies 
are seen as reliable when valid observations and interpretations can be made on 
different occasions by different observers (Collis & Hussey 2003:58). 
To summarise, reliability involves consistent and dependable results. To assist in 
obtaining consistent and dependable results the researcher must consider the whole 
research process. The research methods of collecting, organising and interpreting 
information, chosen and processed by the researcher determine the level of 
reliability (Afdal 2006:46). 
Apart from the need that should relate to the actual happenings, findings must also 
be consistent. Findings are consistent when the results can be repeated in the 
future. It is important that the way in which the research was conducted is explained 
in detail. Evidence of the report must be kept for future reference. If not it will be 
difficult to determine how research was done and to replicate it (Bryman & Bell 
2007:41). If questionnaires, observations and interviews show data that is consistent, 
similar and not varying reliability will be high. If results between participants do vary, 
the reasons for it must be investigated. When more than two tests are conducted the 
results are compared. If results are the same and are obtained from multiple sources 
reliability is high. The lack of time, using an inadequate subject and being biased are 
three threats that are associated with reliability (Wilson 2010:117-119). Reliability 
adds credibility to research findings and conclusions new.  
In interpretative studies reliability may be interpreted differently. In interpretative 
research studies, reliability refers to the absence of inconsistencies in results if the 
research study is repeated. Different observers must be able to explain and 
understand the observations and interpretations found in similar research, performed 
on different occasions by a different researchers (Collis & Hussey 2009:64). 
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2.3.3 Generalisability 
Smith (1975:88) states that generalisability is a research goal that is mostly applied 
to quantitative research. Generalisability is seen unimportant and unachievable when 
qualitative research is applied. This is mainly because qualitative research involves 
the study of a specific situation and coming to conclusions on that situation. Similar 
research studies do not aim to produce similar results but a mere description of the 
situation that was originally researched. The aim for other researchers is to find 
conceptions and conclusions that are consistent with the original research findings. 
The research process must constantly focus on that which will be generalised. This 
will allow for findings that relate to those aspects that can be generalised 
(Hubermand & Miles 2002:171-175,180). The level of generalisability will depend on 
whether the results obtained can be used to accurately describe other similar 
research studies (Lancaster 2005:72). It must be noted that there is a difference 
between generalizing in respect of target population or across different populations. 
Generalising to a target population refers to goals, specifically relating to that target 
population, that have been met. Generalising across different populations is 
important if seeking to know whether the way in which the population was assessed 
can be generalised (Krishnaswamy, Sivakumar & Mathirajan 2009:147-148).  
Generalisability is seen as external validity due to it involving results that were used 
in other studies. Quantitative results are merely applied to other samples where 
qualitative results can be applied to other studies or cases (Afdal 2006:47). Sampling 
will now be discussed as theoretically applied in this research study. 
Generalisability relates to whether the conclusions of one research study can be 
used to draw conclusions on another research study. In phenomenological study 
generalisation takes place from one setting to another setting that is similar. 
Generalisation can be made from a few cases if research aims to come to 
conclusions on interactions and characteristics. When research indicates patterns, 
concepts and theories within a specific environment, generalisability aims to 
determine whether it can be applied to other environments (Collis & Hussey 
2009:65).  
If research can be applied and generalised to other situations it can be generalised 
(Lancaster 2005:72). Vogh (1993:99) argued that in phenomenological studies 
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generalisability can be applied when conclusions are reached about one thing 
(usually the population researched), which is based on another (usually the sample). 
In phenomenological research the characteristics and interactions of the 
phenomenal studies can come from a few cases (Collis & Hussey 2003:59-60). 
Generalisability also includes the manner in which the data was collected, in which 
circumstances it was collected and how the sample was designed and chosen. 
Generalisability also refers to whether the population sample provided results that 
can be applied to a larger population (Lancaster 2005:72). 
When conducting primary research the location, participants and experience must, 
as far as possible, represent the location and experiences the participants will 
endure when not geocaching as part of research project. Geocaches are hidden all 
over the world. Certain variables are constant when geocaching. Examples of 
constant variables are that geocaches are hidden at noteworthy and interesting 
locations. Other variables are different for every geocaching location. Examples of 
variables that are different are the degree of difficulty as well as the level of the 
terrain level and the physical location.  
Research objectives have been set to allow conclusions to be reached on whether 
participants have enjoyed geocaching and visiting tourist attractions in their 
recreational time while experience a mild form of exercise. Conclusions will be 
reached about the relationship between obesity and tourism, and spending 
recreational time outdoors with family and friends, during geocaching.   
 
2.4 RESEARCH DESIGN 
 
Research studies can be of an exploratory, descriptive or causal nature (Zikmund & 
Babin, 2007:69). These three types of research design are summarised in the 
diagram below. 
2.4.1 Descriptive Research 
Descriptive research involves qualitative and quantitative techniques. Descriptive 
research is not about finding information on the reason why a phenomenon behaves 
in a specific way, but rather to describe it (George 2008:108).  The aim is to identify 
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that which already exists and involves descriptions that are accurate, timely and 
relevant (Smith 2010:11). Descriptive research designs involve finding facts, 
interpreting the facts and applying reflective thinking. Reflective thinking is followed 
by assumptions that relate to research objectives. It aims to answer questions that 
start with what, where, when, who, why and how (Krishnaswamy, Sivakumar & 
Mathirajan 2009:163-164 and Hester 2007:36). The gathering of data is not done 
immediately. The collection of data takes place when the method of analyses is 
known. Two types of descriptive data exist. The first type is cross-sectional data that 
involves large samples (Krishnaswamy, Sivakumar & Mathirajan 2009:163-164). The 
second type is longitudinal data that involves research done over a longer time frame 
(Krishnaswamy , Sivakumar & Mathirajan 2009:163-164).    
 
2.4.2 Exploratory Research 
Exploratory research is valuable for four reasons, namely; insight into a vague 
situation, identifying objectives, helping to discover new ideas and describing a 
market (George 2008:108). It involves ideas and insights that need further research. 
Flexible research methods are used when the research commences. Exploratory 
research aims to answer „why‟-questions. The aim is to understand a pattern (Blaikie 
2009:70 and Smith 2010:11).  The design is not fixed, flexible and adapted during 
the research process (Krishnaswamy et al. 2009:161-163).   
 
2.4.3 Causal research  
Causal research often makes use of exploratory and descriptive research or a 
combination of both. It is mostly quantitative in nature and involves hypotheses that 
show a relationship between variables (George 2008:108). Causal research involves 
researching the relationship between causes and effects. It usually involves 
experiments done in an artificial setting and involves highly trained specialists. It is 
time consuming and expensive (Hester 2007:38).  It must be noted that what is seen 
by scientists as „causal‟ is not synonymous with the definition of „causal‟ by non-
scientists. Causal research involves controlled processes and a dependent and 
independent variable. The independent variable must be manipulated; the 
dependent variable should be measurable and any other variable must be controlled 
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if it impact on the research study. The two variables will either increase or decrease 
simultaneously (varying in a positive way) or one variable will increase while the 
other variable will decrease (varying in terms of an inverse relationship) (Wrenn, 
Stevens & Loudon 2007:51-53).  
 
2.5 METHODOLOGY 
 
The discussion on methodology will include information on sampling and the 
population of the study. 
 
2.5.1 Sampling procedure of research study 
If the results obtained from a small sample, can be applied to a larger population, the 
research can be generalised (Lancaster 2005:72). There are numerous aspects that 
assist in ensuring that a sample is of high quality. Knowing what the population 
needs to represent and how the sample was selected will assist in ensuring that the 
sample will be of high quality. The participants also influence the quality of the 
sample and if there is a comparison within the sample it is seen as more advantages 
than when there is no comparison between the sample populations (Schutt 
2006:158). The sample must therefore be representative and free of errors. The data 
that is recorded and obtained from primary sources must be stored carefully to 
ensure that the data quality is not jeopardised (Lancaster 2005:72). With quantitative 
research responses of participants are important. This emphasises the importance of 
good sampling.  
 
2.6 POPULATION OF RESEARCH STUDY 
 
A subset of the defined public is also known as a „sampling frame‟. The sampling 
frame is used to select the respondents that will participate in the research study. 
The population is difficult to identify, but is easily defined through definitions of 
elements that are necessary within a sample (Nargundkar 2008:91). In this research 
study the sampling from comprised first year marketing students from the Nelson 
Mandela Metropolitan University. 
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2.6.1 Sample size  
The sample will be influenced by the data gathering technique chosen. The amount 
of time and financial resources available will further dictate the sample size chosen. 
Determining a sample size is complex and will depend on the nature of the 
population (Clark et al. 2005:88). Sample sizes must represent the focus of the study 
(Collis & Hussey 2003:56). A large sample will allow for more variance between 
participants. On the contrary a small sample may be less meaningful. An appropriate 
sample must therefore include the right number of respondents and must be able to 
assist in reaching the objectives of the research (Clarke et al. 2005:88). Kolb 
(2002:175-176) name three methods of choosing a sample:  
The first method involves following a quota. The quota method avoids bias as 
participants need to have certain characteristics to be able to participate in the 
research.   The second method involves the researcher‟s judgement. The judgement 
method involves finding tourists based on whether they represent the population and 
to enquire them whether they will be willing to partake in the research study. The 
third method is the convenience method. Participants are willing to participate in 
research and are easily located. The drawback to this method of selecting a sample 
is that the individuals that volunteer may not be representative of the population 
(Kolb, 2002:175-176). A population is respondents within a certain geographical are  
(Nargundkar 2008, 91). In this study the population involved 132 marketing first year 
students from the Nelson Mandela Metropolitan University which constituted the 
population.  
 
2.7 DATA GATHERING TECHNIQUES  
 
The time and place where research is conducted is important to tourism marketers 
as it must be convenient for the participants (Kolb 2002:176). When a researcher 
makes use of more than one method to gather data it is known as data triangulation 
(Lancaster 2005:76; Cowther & Lancaster 2008:85). Data triangulation is applied 
when more than one technique is used to gather information. It increases the 
richness of data and is used in business research projects. When seeking insight 
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into a market strategy, additional research techniques allow to better determine 
whether the strategy is feasible and accurate (Nykiel 2007:72). 
It is important that the researcher is aware of the information that is needed to 
achieve the set objectives of the study and answer the research questions. Knowing 
what information must be obtained to answer the research questions to reach the 
objectives is the first consideration when preparing to conduct primary research. A 
second aspect to consider is to realise when the research is completed. The 
information must be accurate and detailed enough to draw valid conclusions that will 
assist in reaching the research objectives (Cowther & Lancaster 2008:92,94). 
 
2.7.1 Pilot study 
Pilot studies generally are seen as a pre-test and conducted with the aim of 
conducting a large scale study in the future (Lewis-Beck, Bryment & Liao 2004:823). 
During pilot studies the data is continuously recorded and analysed as soon as the 
pilot study is done. Trends need to be identified and if conducted effectively the 
responses will be in accord with the data collected. The above ensures that the 
research has got rigour. Apart from aiming to ask questions that are clearly 
understood, respondents must be informed of the time they will meet with the 
researcher and what the research is about. Responses to questions must be 
analysed and it must be determined whether the sample chosen will allow for 
research studies done on a larger scale to be successful (Jankowicz 2005:223, 254). 
Five questionnaires have been tested in the pilot study. 
 
2.8 SUMMARY 
 
In Chapter 2 the research paradigms were discussed in terms of quantitative and 
qualitative research. Validity, reliability and generalisability were also discussed. 
Information on research design involved a discussion on descriptive, explorative and 
causal research. In the methodology section (section 2.5) the population and 
sampling method were discussed. Section 2.6 of this chapter concerned information 
on data gathering techniques. Chapter will involve a discussion on obesity.  
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CHAPTER 3 
OBESITY 
 
3.1 INTRODUCTION 
 
Sitting passively, whether in front of the television or computer for three to five hours 
a day, does not allow a person to burn the amount of energy necessary to lose 
weight (van Heerden 2010 & van Heerden 2009). This chapter explains obesity, how 
it can be prevented and who the role-players are that are researching and aiming to 
prevent and decrease obesity. 
 
3.2 BACKGROUND ON OBESITY 
 
Apart from physical activity or exercise, poor eating habits are reasons for 
overweight and obese children. The South African Nutrition Expert Panel (SANEP) 
was established by Kelloggs and Clover (2007) to encourage healthy eating habits. 
SANEP conducted a study of children‟s activities between the age of eight and 
thirteen. The aim of this study was to determine what motivates children to exercise 
and eat well. The role of families in this study became evident as parents are seen 
as having an influence on the health of future generations. The study also showed 
that South African families lack balance. The lack in balance impacts on children‟s 
nutritional habits and physical activity (Clover, 2007). 
 
Parents contribute to children being inactive by encouraging them to play computer 
games or watch television. Not allowing children to play in streets and in parks is 
reducing the easiness of allowing children to play outside unsupervised, partially due 
to crime. Working parents are unable to successfully reduce bad eating habits and 
encouraging exercise, not due to them not understanding the concept of healthy food 
intake and increased physical activity, but they do not know how to apply it. Children 
are given unhealthy food due to parents feeling guilty for not being able to spend 
time with their children  (Clover 2007). 
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Most children that is obese have at least one parent that are also obese and 
therefore would need to partake in physical activity that can be enjoyed. Because 
obesity is harmful, walking and participating in sport could reduce obesity and should 
be kept interesting to encourage walking. Walking is said to reduce the chances of 
breast cancer by 20 per cent, diabetes by 50 per cent and heart disease by 30 – 40 
per cent (Burgander, 2010). 
 
Approximately three and a half hours of each day are available to spend on leisure 
time in developed countries. Adults in the United States of America see walking as 
the most popular form of exercise. A small increase in physical activity increases an 
individual‟s health and decrease premature death. Factors that may motivate a 
person to exercise include health, aesthetics, weight control, competition, fun, social 
interaction, mental arousal, to relax and to reduce stress. Exercise, as part of an 
exercise program, is not seen as a leisure time activity. However, leisure time 
physical activities include walking and hiking as well as other activities. Walking is 
inexpensive, easy, safe and natural. Hiking is an ideal form of exercise in a family 
unit, can be done while on vacation and helps a person to relax. Jogging is the most 
popular form of aerobic exercise and second to walking the most accessible (Hoeger 
& Hoeger 2007:264 - 265). 
 
From the discussion above problems associated with obesity are mostly three-fold. 
Individually it is difficult to manage obesity and decrease it. Family support is crucial 
and any member(s) of a family can be overweight or obese. The second aspect 
refers to the importance of healthy food intake and the reduction of fatty, high energy 
food intake (Kruger, Peuoane, Senekal & van der Merwe 2005:497). And lastly that 
physical activity, that is enjoyed, will assist in reducing and countering obesity. 
Parents are best able to assist in regulating the healthy food intake and physical 
activity when they are able to spend time with their child.  
 
Included in statistics that state that one billion adults are overweight, 300 million are 
seen as obese. When considering South Africans over the age of fifteen years, 
almost half of them is obese (Verwey 2010 and Power 2004). The Medical Research 
Council, in association with the Faculty of Health Sciences of the University of Cape 
Town did a study, using the Bone Mass Index method. Their study came to the 
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conclusion that 29 per cent of males and 56 per cent of women are obese or 
overweight. Their study further states that 30 per cent of women, aged 30 – 59 years 
of age is obese (Goedecke, Jennings & Lambert, 2005:65). The following table 
indicate statistics done on overweight and obese males and females in South Africa: 
 
Table 3.1: Percent of overweight or obese persons relating to their culture  
CULTURE 
PERCENTAGE OVERWEIGHT / OBESE INDIVIDUALS AS 
IDENTIFIED BY DIFFERENT RESEARCHERS 
 NATIONAL REGIONAL (Western Cape) 
 
FEMALE 
(15 – 95 Years) 
MALE 
(15 – 95 Years) 
CHILDREN (12 – 18 Years) 
Black 58.8% 25% 37% 
Mixed 
Ancestry 
52% 31% 20% 
White 49.2% 54.5% 10% 
Indian 48.9% 32.7% - 
 Source: Goedecke, et al, 2005:65 – 66 
 
Globaly, 22 million children, under five years of age are overweight. In urban areas a 
National Household Food Consumption Survey showed 17.1 per cent of children are 
being obese (Goedecke et al. 2005:66-67). A National representative study surveyed 
children aged between 1 – 9 years. The study showed that 6.7% and 3.7% were 
overweight and obese, respectively. A similar study by the South African National 
Youth Risk Behaviour Study stated that 17% of children aged between thirteen and 
nineteen years of age are overweight and 4% is obese (Kruger et al. 2005:492). The 
Witwatersrand University did a survey which states that a quarter of twelve to 
eighteen year old children are either overweight or obese (Maughan, 2002). 
 
Obesity affects a large percentage of the population. Knowing why and how being 
overweight and obesity is affecting us and how it can be prevented, will assist in a 
healthier lifestyle and longevity, as discussed below. 
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A person‟s age, education level, area of residence and ethnic group all plays a part 
in obesity. Studies have shown that economically active people with lower levels of 
education are more likely to have a higher Bone Mass Index. Various culture‟s 
traditions encourage being overweight and obese. Social gatherings encourage 
eating more and are associated with status. Through urbanization people tend to eat 
more fatty foods such as meat and dairy instead of their traditional foods which are 
rich in fibre and low in fat. Non-westernised and westernised black women 
experience little pressure from men for being overweight. Receiving little pressure for 
having a bigger body size allow for less encouragement to lose weight. Studies have 
shown that few overweight and obese women see themselves as such and that 
respect, dignity and affluence are received for being a little bit overweight (Kruger et 
al. 2005:492–493). Psychologically, stress is also associated with weight gain 
(Goedecke, Jennings & Lambert 2005:73).  
 
There are various reasons for becoming overweight and obese. Research done on 
the reasons for obesity and the process of preventing are consistent with three major 
aspects that play a role in being obese: food, physical activity and support (Tessmer, 
Hagen & Beecher 2006:89).  
 
3.3 HOW OBESITY CAN BE OVERCOME 
 
In the next section it will be explained how physical activity, healthy eating habits and 
support can be utilised to reduce obesity. 
 
3.3.1 Physical activity, sport and exercise:  
Physical activity can be explained as bodily movement that leads to caloric and 
energy expenditure. Exercise is described as a structured, planned, and repetitive 
physical activity that leads to an improvement and maintenance of physical fitness 
(Welk, 2002:4 and Ransdell, Huberty, Miller & Dinger 2009:ix). Examples of activities 
include biking, jogging and walking. Both physical activity and exercise improve 
health and fitness, but vary in intensity and outcome (Ransdell et al. 2009:ix). There 
are various levels of physical activity in which one can participate in. The longer an 
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exercise workout, the more intense and vigorous the workout is. The motivation to 
exercise also varies from one person to the next. Examples of motivations for 
physical activities are to have fun, look and feel good and feel healthy, to control 
weight, to interact with others, to decrease stress and increase energy levels 
(Jackson 2004:5 – 6).  
 
The important contributors to obesity are malnutrition in babies, smoking, diabetes 
and genetic factors. The general decrease in physical activity is partly due to 
excessive time spent watching television and playing computer games (Zemlin, 
2009). The increasing amount of time spent on the internet and on cell phones are 
also reasons for a reduction in physical activity (Koplan, Liverman & Kraak 
2005:171). Approximetely 25 per cent of South Africans watch between four and five 
hours of television a day (Leeman & Zulu, 2005). Another study showed that up to 
three hours of television is watched daily (Kruger et al. 2005:493 and Tshabalala-
Msimang, 2005). Watching television should be limited to two hours per day. The 
passive watching of television and playing of computer and video games therefore 
lead to being overweight and obese. There is also a link between watching television 
and eating high energy foods. Parents that watch a lot of television raise children 
that also watch a lot of television (McCaffre et al. 2007:93). These sedentary 
activities, together with a lack of motivation, self-consciousness and not feeling good 
enough add to a reduced level of physical activity, which lead to obesity. Obese 
children are more likely to associate physical activities as a barrier  (Bascetta 
2005:13 – 14). Exercise is seen as synonymous with sweating and feeling helpless 
(Tessmer, Hagen & Beecher 2006:174). 
 
The importance of the activity being enjoyed by the child is crucial (Tessmer et al. 
2006:172-173). One way for physical activity to be enjoyed is to choose activities 
that are not seen as exercise (Guthrie, 2005). Apart from stopping or not smoking, 
physical activity enables a person to prolong his/her life. Epidemiology is an area of 
study that involves physical activity and its relationship to health. Obese children can 
not lose weight without exercise. Physical activity helps to ensure a healthy lifestyle 
that includes lower cholesterol and blood pressure levels, better development of 
muscle and bones and a general feeling of well-being.  Initially easy activities should 
be done with children, such as walking and riding a bicycle (Tessmer et al. 
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2006:172-173). Walking assists in losing weight, reducing blood pressure, lower the 
risk of cancer and increases confidence (Guthrie 2005). The amount of time spend 
on exercise related activities is not of concern (Tessmer et al. 2006:172-173). 
Activities should be mastered and be accessible. Exercising within a group and in 
the outdoors is also suggested (Mc Quaide 2004).  Physical education not being 
offered in schools for a long time and the high crime rate added to the problem of 
being overweight and becoming obese  (Kruger et al. 2005:493 – 494). The main 
reason why women do not wish to walk within their neighbourhood is because it is 
seen as dangerous to walk alone. Women staying in neighbourhoods that they 
perceive as being safe are five times more likely to walk in the outdoors. According 
to Guthrie (2005) walking in a group and carrying pepper spray are two solutions.  
 
3.3.2 Healthy Eating Habits 
Infants will stop eating when they are not hungry. A child that is older than five do not 
stop eating when they are not hungry but will only eat food that is familiar to them 
and when the food is around (Malin 2003). A child will develop eating habits that is 
similar to those of their families (Hood, Moore, Sundarajan-Ramajurti, Singer, 
Cupples & Ellison, 2000:1319 and Wallis & Whitaker 2004). Children that are at risk 
of being obese usually prefer food that is high in energy (McCaffrey et al. 2007). New 
food may need to be introduced to a child fifteen times before they adapt to the taste 
and decide if they like it. Children should not be forced to eat new food as it forces 
kids to eat more and not to stop when they are not hungry. Children should be given 
options on various types of food and be allowed to choose which food they prefer 
(Malin, 2003).  
 
Research have also shown that during the first five years eating behaviours of 
children is developed in terms of what, when and how to eat. Women are mostly 
responsible for feeding children, but due to changing lifestyles women are working 
more and spend less time with their children. Less time is spent eating together as a 
family and parental control over what children eat is less. Apart from families, culture 
plays a big role in eating habits and behaviours (Savage, Fisher & Birch 2007:22–23, 
28–29). 
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Parents are said to be able to control children until they are ten years old (Wallis & 
Whitaker 2004). Parents are not the only guilty party in promoting bad eating habits. 
Sweetened cold drinks and fast food contributes to becoming obese. Schools are 
also said to provide unhealthy food in tuck shops (Leeman & Zulu 2005). Tuck shops 
at schools are also seen as providing high energy foods (Van Heerden 2010). 
Parents should be informed on the type of food tuck shops sell and should serve 
healthy food at home (Van Heerden 2009). Unhealthy foods served by tuck shops 
and the exclusion of Physical Education in South African schools for a long time has 
contributed to the high percentage of overweight children in South Africa (Barbeau 
2009). In certain cases schools replaced chairs as children did not fit into the original 
chairs, due to children being overweight. 
 
Food that is high in dairy and fat, available especially in rural areas and townships 
leads to a person gaining weight. Examples of such food sold in these areas are 
sheep and cow‟s head, fried liver and fish and eggs (Kruger et al. 2005:403). Larger 
portions are also associated with eating food with high level calories (Zemlin 2009).   
 
Preventing obesity, through a healthy lifestyle and healthy eating habit is seen as the 
best option (Farber 2006 and Zemlin 2009). This could be done by serving healthy 
and affordable foods at schools as well as limiting fast foods, sugary beverages and 
increasing dairy products (Zemlin 2009).  
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3.3.3 Families as a support structure 
In most circumstances obese children are brought up in a household where weight is 
an issue (Tessmer, Hagen & Beecher 2006:172). Parents that are overweight or 
obese have a forty per cent chance of rearing an obese child. When two parents are 
overweight the percentage of having obese children doubles (Wallis & Whitaker 
2004). Research have shown that 70% of children that turn into an overweight or 
obese adolescent become overweight or obese adults (Farber 2006).  Families 
influence each other food habits and share familiarity in terms of food, eating 
patterns and activity. Fast food in increased portions is easily available to children. 
The food from these fast food restaurants is affordable and high in energy 
(McCaffrey et al. 2007:89 - 91). Including „junk food‟ in a child‟s diet as well as crime 
in public areas are reasons for being overweight and obese. This is one of the 
reasons families choose to partake in sedentary activities, thus decreasing physical 
activity (Farber 2006). 
  
Time spent together as a family is seen as crucial to family development. Leisure 
time encourages healthy relationships as well as physical and mental health. 
Recreational activities also increases communication and physical and emotional 
support. A recreational environment that is safe and is able to provide enjoyment and 
fun is important. Free time of children decreases when parents‟ free time decreases 
due to work. Children prefer watching television as oppose to being outdoors. Thus a 
reason to go to a park for recreation is important (Hornig 2005).   Parents need to get 
involved and choose a variety of inexpensive activities that the whole family would 
enjoy. A half an hour is seen as enough (De Spevile nd). From an early stage 
children should be shown and encourage to partake in a healthy lifestyle.  
Permanent lifestyle changes that involve eating healthy food and doing physical 
activity should be encouraged. Drug therapy and lifestyle changes should be avoided 
(Kruger et al. 2005:495-496). 
 
Parents should also teach their children about healthy eating habits (Tessmer et al. 
2006:89). The home and a family environment is one of the most powerful influences 
on children. It is important that parent play and interact with their children. Families, 
especially those that are parents for the first time, can be influenced by pre-schools 
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that set an example (Waters, Sadell, Swinburn & Uauy 2010:25-26). While at school 
the teacher is the individual that imparts knowledge to a child. But while the child is 
at home parents become the teacher. Thus the parents should enrich a child‟s 
knowledge on healthy and unhealthy food (Tessmer et al. 2006:257). Diets which is 
high in sugar, low in fruit and vegetables and that include convenience foods, such 
as McDonald‟s, are bought because it is easy, not healthy (Farber 2006). 
 
In the above discussion the reasons for becoming overweight or obese as well as 
how to prevent it were discussed. The main focus of the discussion was on the 
influence of food and a healthy diet, physical activity that is enjoyed and the 
importance of support when wanting to lose weight. Unfortunately being overweight 
and obese has various health related consequences. These consequences will be 
discussed below. 
 
3.4 CONSEQUENCES OF BEING OVERWEIGHT AND OBESE 
 
Upon gaining 4.5kg in weight bodily movement is decreasing. Gaining a further 9 – 
25kg allows for exercise to become uncomfortable and painful (Zemlin 2009). 
Overweight children are said to become overweight adults 70 per cent of the time. 
This leads to numerous health risks (Farber 2006 and Goedecke et al.  2005:68–70). 
The following are a number of serious consequences of being overweight: 
 Type 2 diabetes: Individuals whom have a body mass index which is greater 
than twenty two have 40 times the risk of type 2 diabetes (Kruger et al. 
2005:493). Originally Type 2 Diabetes was only diagnosed in adults. However 
in recent years type 2 Diabetes are diagnosed in children who are overweight 
and obese (Farber 2006). It is said that 87% of individuals that die from 
diabetes are overweight or obese (Joubert 2007). 
 Coronary Heart Disease:       According to Joubert (2007) 38 per cent of 
individuals dying from heart attacks are overweight or obese. 
 Hypertension: A study has shown that approximately one fifth of the South 
African population is hypertensive. It is said that 68 per cent of individuals 
suffering from hypertension are overweight or obese (Joubert 2007). 
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 Cancer: Cancer, especially in reproductive systems, according to Joubert 
(2008), 17 per cent of individuals dying from colon cancer and 13 per cent post-
menopausal breast cancer are overweight or obese respectably (Joubert 2007). 
 Psychological implications: Examples are body image issues, being unhappy 
and being not eating healthy. Overweight adolescents are less likely to get 
married and have a lower household income. They are said to find daily 
activities eight times more difficult. Women who are overweight are also 
discriminated against in employment opportunities (Kruger et al. 2005:492).  
 Morbiditys in children: Approximately 60% of children aged 5 – 10 years of age 
that are overweight have a cardiovascular risk 25 per cent got two or more risk 
because of obesity.  
 
Discrimination, having a low self-esteem, a negative body image and depression are 
also health consequences (Zemlin 2009).  
 
Obesity is seen as a chronic disease (Goedecke et al.  2005:68). Being overweight 
or obese also leads to people dying earlier then they would have if they were not 
overweight or obese (van Heerden 2007). 
 
3.5 ROLE PLAYERS WITH REGARD TO PREVENTION OF OBESITY 
 
The role of families as a support structure for conquering overweight or obesity has 
been discussed already. Parents that teach their children poor eating habits are seen 
as irresponsible. Parents should teach children healthy eating habits, but they are 
not solely responsible for influencing children to adopt unhealthy eating habits low 
levels of physical activity (Blame ads for child obesity 2003). Other role players that 
aim to promote healthy lifestyles, healthy diets and increase physical activity to 
children and adults will now be discussed in the following sections 3.5.1 – 3.5.8.  
 
3.5.1 Culture 
Individuals in some cultures, even though they are overweight or obese, do not 
perceive themselves to be overweight or obese. Being overweight or even obese in 
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some black cultures are associated with being happy, beautiful, and healthy and 
having a negative HIV status (Goedecke et al. 2005:72 and Kruger et al 2005:492). 
Another problem is that, even though being aware of the health risks, some women 
do not want to lose weight.   
 
3.5.2 Health Systems Trust  
The Health Systems Trust (HST) promotes research to encourage an equitable 
national health system. They were established in 1992 and contribute to a 
comprehensive and effective health system in South Africa. The trust focuses on 
research, system development and information dissemination. The programs that 
they implement aim to assist in the transformation of providing equitable health 
services that meet the need of disadvantaged individuals. The trustees comprise of 
health experts that work closely with the Department of Health and academic and 
research institutions (Health Systems Trust 2010). 
 
3.5.3 World Health Organisation: 
The World Health Organisation provides leadership on global health issues. They 
conduct research, set standards, issue policies, provide support and assess health 
trends. They are the directing authority for the United Nations (World Health 
Organisation 2010). The World Health Organisation Expert Consultation on Obesity 
developed certain guidelines that health workers and other participants in promoting 
the negative effects of being overweight and obese should follow. These guidelines 
are (Kruger et al. 2005:493 - 495): 
 Education 
 Physical activity 
 Change in diets 
 Political support 
 Reach whole population 
 Provide resources 
 Evidence based programs that are monitored, evaluated and documented. 
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3.5.4 South African Clinical Research Association (Sacra) 
The South African Clinical Research Association is a non-profit organisation. Sacra 
form, share information and conduct networking and exchange ideas on issues, 
trends, regulations as well as possible advancement regarding health matters. 
Meetings are held in Johannesburg and Cape Town four times a year. Meetings 
involve speakers from the industry to assist in promoting the development and 
expertise of clinical research. Their objective is to promote professionalism in 
pharmaceutical clinical and bio-ethical research and maintain contact between 
clinical research and the employees of the pharmaceutical, industry. Members are 
also informed of new developments in the industry (South African Clinical Research 
Association 2010). 
 
3.5.5 Medical Research Council 
The Medical Research Council aim to improve health by promoting and conducting 
research. Research is used to benefit society. The society benefits from the usable 
products that stem from the research project. They aim to find solution to health 
needs in South Africa.. The Medical Research Council also conducts research on 
HIV Aids, heart and metabolic diseases, cancer and mental health (Medical 
Research Council 2010). 
 
3.5.6 International Association for the Study of Obesity (Iaso) 
Based in England and Whales, the International Association for the Study of Obesity 
aims to improve health by, specifically, focussing on obesity and weight related 
diseases. They are a non-profit organisation that represents 56 countries. The IASO 
have educational programs, publish journals and provide up to date statistics on 
obesity (International Association for the Study of Obesity 2010). 
 
3.5.7 South African Government 
For three decades from 1960 being overweight and obese was misinterpreted. Being 
overweight or obese was seen as benign (Kruger et al. 2005:491). The negative 
aspects associated to being overweight and obese first became apparent in 1998 
and again in 2003/2004 when the South African Government conducted a national 
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survey. The findings were published and the government is now promoting physical 
activity to assist individuals in being healthy and weighing the correct weight. Health 
professionals and the private sector are also educated in how to promote physical 
activity and having a healthy lifestyle. Examples of the private sector encouraging 
healthy eating habits and physical activity are Kelloggs and Clover whom have 
formed the South African Nutrition Expert Panel (SANEP) and „Lets Play‟ that 
encourage children to be more active (Let‟s Play, 2010). 
 
The South African Department of Health published a set of guidelines to assist in 
preventing and managing obesity and associated diseases mentioned above. 
Another strategy by the Department of Health is to encourage healthy lifestyles 
(Goedecke et al. 2005:73-74). The Department of Health and the Department of 
Education have also introduced physical activity back into schools (Clover 2007).  
 
The „move for your health‟ awareness campaign was also developed by the 
Department of Health to promote physical activity and optimal weight (Kruger et al. 
2005:74). The campaign aims to combine four aspects: good nutrition, physical 
activity, reducing alcohol and tobacco abuse and promoting safe sexual behaviour. 
Private Health Sector partners, Non-Governmental Organisations (NGOs), 
Community Based Organisations (CBOs) and Institutions of Higher Learning are all 
part of this governmental initiative (Tshabalala-Msimang 2005).  
 
3.5.8 Advertising 
In the United States of America the most frequently advertised product is unhealthy 
food (Flood of unhealthy food ads continues 2007). Advertisements target children 
because children buy the products they see on television (Arnas 2006:142-143). 
Forty percent of items children can purchase without parental consent comprise food 
and beverage items. Advertisements are one of the reasons why children crave high 
calorie, unhealthy food. Companies marketing food are encouraged to also promote 
the health aspects associated with food (Krisberg 2006). It has been proven that 
watching too much television contributes to the risk of being overweight or obese. 
However it has been debated whether the high levels of being overweight and obese 
are due to eating unhealthy food while watching television or food advertising. Food 
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advertisements aimed at children are banned in Sweden and Quebec. However, no 
benefits have been recorded. Certain companies, such as Kelloggs have started to 
promote the health benefits of their product, such as being high in fibre (Adamson & 
Zywicki 2007). Whether advertisements influence food purchases is still widely 
debated. In Australia it has been argued that the proof of advertisements influencing 
preferences, knowledge and consumption with regards to food is only moderate. 
Contrary research by the World Health Associations‟ Nutrition and Prevention of 
Chronic Diseases state that high levels of advertising high-energy food has a direct 
influence on a child. Table 3.2 lists the findingshe proof of the World Health 
Organisation‟s research.  
 
Table 3.2: The correlation between food advertising time on television and the  
      percentage of overweight and obese individuals 
 
Average food 
advertisements 
on television per 
hour 
Percentage of 
overweight and 
obese individuals 
AUSTRALIA 12 58.4% 
SWEDEN 1 12.8% 
NORWAY 2 42% 
BELGIUM 2 48% 
Source: Alacon 2006 
 
One can argue that the World Health Organisation‟s research of less food 
advertising is synonymous with fewer overweight and obese individuals when 
comparing the statistics of Australia and Sweden. However the statistics of Norway 
and Belgium that allow for double the advertising time of Sweden show three and a 
half and four times more overweight and obese individuals.  
 
In the United States of America research has shown that during children‟s television 
programs most advertisements were advertising fast foods, foods rich in sugar and 
fatty foods. In South Africa research has proven differently. Two of the South African 
Broadcasting Company‟s channels (SABC1 and SABC2) were taped during times 
where children‟s television programs were shown. The results showed that during 
children‟s programs less food advertisements were shown and that fewer 
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advertisements advertised unhealthy food. The table below shows the South African 
results researched: 
 
Table 3.3: Percentage of food advertisements on South African television 
during children’s programs. 
TELEVISION CHANNEL SABC 2 SABC 1 
Hours of advertisements recorded 12 37,5 
Time advertisements appeared on 
television 
09:00 – 11:00 15:00 – 17:30 
Age range that children programs are 
aimed at 
Children not yet in 
school 
7 years and 
older 
Language of children’s program 
Afrikaans, English, 
and a little Zulu 
English and a 
little Zulu 
Amount of advertisements viewed 47 408 
Percentage of food advertising 0 16.9% 
Percentage of food advertisements that 
advertise unhealthy food 
Not applicable 55% 
Percentage of food advertisements that 
advertise healthy food 
Not applicable 42% 
Source: Temple, Steyn & Nadomane 2008 
 
Apart from food advertisements, weight-loss products are also seen as problematic 
with relation to weight loss. The Federal Trade Commission of the United States of 
America have done research that state 40 per cent and 55 per cent of weight-loss 
advertising is almost certainly false and likely to be false, respectively. Misleading 
claims offers individuals the opportunity to lose weight that is not seen as possible. 
Half of weight-loss products state that exercise and a healthy diet is not necessary to 
lose weight, which is untrue. The best way to lose weight is to exercise and eat 
healthy food (Federal Trade Commission weigh-in on losing weight 2002). When 
dieting, 63 per cent of consumers are willing to spend more money of food and pay 
more for it if they believe they may lose weight. Consumers and the media need to 
be educated on solutions to lose weight and that there is no fast way to lose weight. 
Education will reduce purchases of deceptive weight-loss products and teach how to 
convert to healthy eating habits (Federal Trade Commission 2004). 
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The South African Department of Health has realised the shortcomings in the original 
food labelling regulations and are implementing new regulations aimed at accurate 
food labelling. Regulations include guidelines on what information is allowed and not 
allowed. Correct nutritional information, comparative claims and a list of ingredients 
are some examples of information that must appear on food packaging (National 
Department of Health, 2010). South Africa is also in the process of drafting South 
African food labelling regulations, as per the World Health Organisations‟ guidelines. 
During the first phase, packaging and marketing will not be allowed to proclaim 
health benefits that are untrue. Comparative claims need to mention the competitive 
product and if it is indicated that the food is „fresh‟ or „homemade‟ specific guidelines 
will need to be followed. Guidelines will be applied to written, audio and pictorial 
advertising. The guidelines may lead to rebranding of food products. The second 
phase of these guidelines is pending and includes: 
 Nutrient Profile Model; 
 Health claims; 
 Serving sizes; 
 Food and alcohol beverages to children marketing; and 
 Dietary guidelines. 
(www.themarkeitngsite.com, accessed 9 May 2010) 
 
Health claims and competitive comments assist in truthful statements, which have 
proven in the United States of America, to be a concern. However serving sizes, 
targeting food and drink advertisements to children and dietary guidelines are 
aspects that have been discussed above that are seen as contributors to becoming 
overweight and obese.  It is therefore imperative that the second phase is 
implemented effectively. 
 
 
 
3.6 SUMMARY 
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From the above discussion statistics and health risks have mentioned, it is clear that 
obesity affects individuals negatively. Research has shown that three major aspects 
assist in preventing or detering the effects of being overweight or obese. The first of 
these three aspects is family support. Support assists and educate overweight or 
obese individuals to participate in physical activity and adapt healthy eating habits. A 
second aspect is physical activity. Obesity is caused when, through food, too much 
energy is taken in and not enough energy is released through physical activity.  The 
enjoyment of physical activity, together with the fact that the activity must be 
accessible, mastered and have realistic goals that can be reached is imperative. 
Thirdly, together with physical activity, a health diet is also important. A healthy diet 
should include reducing unhealthy food. Decreasing unhealthy eating habits can 
contribute to being healthy and to living longer. A healthy diet is important when 
wanting to loose weight.  
 
Various public and private sector business establishments have committed 
themselves to conduct research and publish data. The research and data is crucial in 
understanding and promoting the reasons for, preventative measures and 
emphasizing the consequences of being overweight and obese. 
 
In chapter four tourism and tourism marketing will be discussed in detail.   
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CHAPTER 4  
TOURISM MARKETING 
 
4.1 INTRODUCTION 
 
Tourism marketing is similar to traditional marketing. The main difference between 
tourism and traditional marketing is that tourism is seen as involving a service 
(discussed in section 4.2). In tourism marketing the marketer must convince 
consumers that their disposable income should be spent on tourism-related products 
as opposed to alternative recreational activities. Convincing consumers involves 
marketing the value of a tourism product that also incorporates a satisfactory 
experience. The role of tourism marketing in a business is two-fold: tourism 
marketing firstly determines consumer needs and secondly satisfies the need. 
Developing an offering, promoting the product and providing value is the crux of 
tourism marketing (George 2008:23).  
The aim of tourism marketing is to attract tourists to a particular destination. 
Attracting tourists is done through effective marketing strategy. Tourism marketing 
involves the planning and executing of strategies and ideas to create exchanges. 
The strategies include price, promotion and the distribution of products. The 
exchange must satisfy tourists. If tourists are not satisfied there will be no long term 
relationship and the chances of repeat business are limited. Tourists must perceive 
tourism marketing as describing the value of the products and services sold and that 
it will satisfy their wants and needs. Tourist satisfaction is based on delivery and the 
physical appearance of a tourist organisation. The aspects of the service delivery 
and physical appearance must be communicated to tourists to convince potential 
consumers to travel to the destination (George 2008:23). 
 
4.2 THE SERVICE INDUSTRY 
 
A product that does not involve ownership and is intangible is seen as a service. 
Services can only be evaluated after it is delivered and must be delivered as per the 
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consumers‟ specifications (Jenster, Hayes & Smith 2005:163).  To evaluate service 
quality within an organisation the SERVQUAL model can be used. SERVQUAL 
stands for „service quality‟. The SERVQUAL model involves five service gaps that 
must be closed. The aim of the model is to draw conclusions on the reliability, 
responsiveness, assurance, empathy and tangibles of service delivery. Reliability 
refers to whether service is provided consistently and responsiveness refers to the 
willingness of employees to respond to consumer problems. Assurance refers to 
courtesy, trust and confidence and empathy to the individual attention that 
consumers receive. Tangibles refer to physical evidence. The SERVQUAL model is 
depicted below in Figure 4.1 (George 2008:376). 
Figure 4.1: SERVQUAL MODEL 
 
Source: Adapted from George (2008:377) 
The first gap relates to the difference between what the consumer expects and what 
the organisation thinks consumers expect. Expectations may be based on 
consumers misunderstanding what the product involves due to poor marketing 
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communication or the organisation not understanding what consumers sees as 
important with respect of service delivery (George 2008:376). 
The second gap relates to whether the marketer understands what consumers 
expect from the organisation and what the standards are that the organisation set in 
terms of service delivery. This gap is closed if the service that is expected is that 
which is stipulated in the policies of the organisations. The standards set must be 
clear and realistic (George 2008:376). However the gap widens if the employees and 
the organisation are not committed to providing service quality, a lack of feasibility 
with regards to the understanding of services, inadequate standardisation of 
processes in service delivery or an absence of goals. Organisations that have short 
term goals and are not willing to hire and adequately train employees will allow gap 
two to widen (Kotler, Bowens & Makens 2010:568). 
The third gap relates to the standards the organisation set in terms of service 
delivery and the actual service that is delivered. Guidelines relating to how service 
must be delivered will assist to close this gap.  Gap three provides a challenge for 
tourism marketers as service guidelines must be carefully set and staff sufficiently 
motivated to perform according to their service standards stipulated in the guidelines 
(George 2008:377). This gap is known as the service-performance gap. The gap can 
be closed through effective internal marketing and reducing the stress of consumer-
contact employees (Kotler, Bowens & Makens 2010:569). 
Gap four relates to whether the level of service that is marketed is in line with what is 
delivered when the service is consumed. Promises communicated through marketing 
material must be provided by employees at the organisation (George 2008:377). To 
close gap four the aim must be to deliver consistent services (Kotler, Bowens & 
Makens 2010:569-570). 
The last gap, gap five, indicates the difference between the service level that is 
perceived and the service level that is experienced by consumers. Gap five 
automatically widen if any of the other gaps widen and is directly in correlated to the 
level of service that is provided by an organisation (George 2008:377). If the service 
level as perceived beforehand is not experience the consumer will be dissatisfied 
(Kotler, Bowens & Makens 2010:568). Attitudes, competence and personalities of 
employees change constantly which make services unpredictable and difficult to 
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control. The type of employees hired plays an important role in service providence 
(Jenster, Hayes & Smith 2005163-164). 
Service providence involves processes that incorporate inputs such as skills and 
resources. The difficulty of evaluating a service is problematic for managers. The 
skills and resources are used to create outputs that include profits (Law 2004:17,19). 
Williams and Buswell (2003:87-88) stated that services involve three types of inputs 
namely: consumers, materials and information. A general consensus exists that both 
consumers and service providers are involved in producing a service. In tourism the 
offering does not just include services, but goods as well. The intangible aspect of 
tourism is important as during service providence there is no exchange of tangible 
products (Williams & Buswell 2003:85-88). The characteristics of services are 
discussed in section 4.2.1  
4.2.1 Characteristics of services 
a) Intangibility 
Tangible products are identical and difficult to differentiate from each other (Rao 
2009:4). A tangible product can be inspected to determine whether it will satisfy the 
needs of consumers before it is bought. In tourism this is not possible. A tourism 
offering cannot be seen, tasted, felt or heard before it is bought. Word-of-mouth and 
other advertising and promotional techniques are used to market the intangible 
elements (George 2008:23-24). Intangibility is seen as a basic characteristic of 
services. Services cannot be patented, does not include ownership and involve 
some form of tangible product. When a service is bought, the buyers have access to 
that product for a limited amount of time (Kumar 2010:27). The service bought is 
difficult to evaluate and compare which leads to a high risk for consumers. 
Consumers seek information sources to gain insight into the level of service being 
performed. With insight the aim is to reduce the risk with being unsatisfied of the 
quality of services and products that are provided by an organisation. Tourism 
services and the quality therefore are difficult to communicate to consumers. The 
price of a tourism product is one way to indicate the quality of the intangible services 
(Gilmore 2011:10). The importance of price is discussed in section 4.3.1. 
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b) Perishability 
It is impossible to store or return a tourism product. Revenue is lost if a tourism 
product is not sold at a specific time. Perishability leads to last minute discounted 
deals. Last minute discounted deals assist in increasing demand and enable a 
tourism product to be sold and revenue to be made (George 2008:26). Similarly to 
tourism products that cannot be stored, demand for a product cannot be stored 
either. The demand for a tourism product must be controlled as if demand exceeds 
supply the consumer will make use of the product of a competitor (Boshoff & du 
Plessis 2009:8). 
c) Inseparability 
Tourism offerings are produced and consumed simultaneously.  Both the providers 
and consumer must be present in order for the tourism offering to be delivered 
successfully. Inseparability makes it difficult to satisfy consumers as every service 
experience is different (George 2008:24). As services cannot be separated it is 
important that the person delivering the service have the correct skill, adequate 
equipment and access to the necessary physical structure (Kumar 2010:28). 
Employees influence service as well as the behaviour and attitude of consumers. As 
consumers are involved in production the consumer must travel to the location where 
the service is produced (Gilmore 2011:11) 
d) Variability 
Variability is also known as heterogeneity and means that tourism products cannot 
be standardised. The difficulty of standardising products leads to the level of quality 
to vary as well. The level of quality is difficult to control for an organisation, 
consumers to evaluate and employees to control (Gilmore 2011:11 and Boshoff & du 
Plessis, 2001:8). Variability do not just stem from employees, but from different 
consumers having different needs. Consumers participating in the service create a 
knowledge base that reduces variability (Kumar 2010:28-29). Standardisation does 
not completely eliminate the human element. However, it gives information that 
assists them to understand the experience involved in the service delivery. The level 
of contact between the consumer and the provider vary, depending on the number of 
tangible (controllable) elements (Williams & Buswell 2003:86).  
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Services are easy to copy. Production and consumption occur simultaneously and 
the consumer must be present (Hall & Lew 2009:30). To overcome the threats 
tourism services and the characteristics services involve will require the focus of 
trained staff providing personalising service. Behaviour must be defined and can be 
reduced via technology. Price must be used to create demand, even though 
ownership is not permanent. Consumers and tourism service providers must keep in 
mind that they develop, promote and deliver services. The delivery process is 
implemented through external marketing (between the tourism marketer of an 
organisation and the consumers), interactive marketing (between the consumer and 
their preferences and the promises the tourism organisation make to satisfy 
preferences) and which involves employee satisfaction, internal marketing (Kumar, 
2010: 30-31). Tourism services are provided together with a product. The quality of 
the service will depend on the organisation or individual delivering the service and 
will involve a marketing mix (Kotler, Armstrong & Tait 2010:259). 
 
4.3 EXTENDED MARKETING MIX 
 
In the case of services, there is an extended marketing mix, which includes the 
traditional marketing mix, namely product (service), price, place and promotion as 
well as people, processes and physical surroundings.  
 
4.3.1 Price 
Price is what consumers pay for a tourism product and the benefits of the product 
that the consumer receives. In certain cases an organisation can charge any price 
for a tourism product and the demand for the tourism product will not be influenced. 
In such a case the price is seen as being elastic. When consumers are only willing to 
pay a certain price for a tourism product the price is seen as being inelastic. The 
price organisations can charge for a tourism product is influenced by the value and 
service associated with the tourism product, the cost of production, distribution and 
promotion as well as the staff that assist in delivering the tourism product (George 
2008:243-245). Price is also the only element in the marketing mix that produces 
revenue. When determining the price to charge, the tourism organisation will take 
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into account various strategies that will take into consideration such variables that 
will influence the price and aim to maximise revenue. The first strategy to determine 
the price to charge is to offer a discount or reward to consumers. The second 
strategy is to charge different market segments different prices for the same tourism 
product. a third and fourth strategies are to charge prices consumers based on their 
geographical location and their characteristics respectively. A fifth strategy involves 
lowering the price of a product to encourage an increase in sales over a short period 
of time. The last strategy that can be followed involves selling an additional service 
or product with the original tourism product. Any pricing strategy an organisation 
chooses will influence revenue and allow the actions of competitors and consumers 
to change (Kotler, Armstrong & Tait 2010:304, 309, 332-335). 
The responses of consumers occur psychologically and are based on the value they 
perceive they will receive from a tourism product. If consumers psychologically think 
that the tourism product will be of value to them they may be more inclined to buy the 
tourism product. If the value is perceived as low by the consumer the consumer will 
prefer to buy a similar product from competitors. The responses of consumers and 
competitors to price make setting a price for a product difficult. Prices can either be 
set low to encourage consumers to buy the product. This is known as Penetration 
pricing where the motivation to buy a product stems from an appealing price. 
Alternatively the price can be set, based on the level of quality of the product or set 
high if the product is novel or exclusive. This is known as Neutral pricing and 
Skimming pricing, respectively (Hurd, Melder & Barcelona 2008:180-184). 
Regardless of the pricing strategy chosen and the prices charged for tourism 
products, the prices of competitors must be kept in mind. Consumers compare prices 
of competitive organisations to determine where the best value can be found 
(Middleton, Fyall, Morgan & Rachad 2009:11). 
Whether the price of a product is elastic or inelastic, the reaction of competitors to 
the prices that other organisations charge, changes and influences the revenue. The 
extent of these changes must be researched. The perception the consumer has of 
the price must influence the consumer to make a decision to buy a product and 
influence the demand for a product.  
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4.3.2 Product 
The product of an organisation is shaped according to how it satisfies the needs of 
consumers. All products are different. The differences occur in terms of the features, 
quality, attributes and style of a product. Features and quality are linked to the 
design of a product. The design refers to the usefulness of the product. The features 
and design of a product must be in line with what consumers prefer and expect. The 
features of a product differentiate the product from the competitors‟ product while the 
quality of a product relates to the value consumers receive from the product. The 
quality of a product must be consistent and is used to position the product. 
Consumers must be satisfied with the quality of a product (Kotler, Armstrong & Tait 
2010:235-239). 
The satisfaction of a tourism product occurs at the Core level of a product. The Core 
Level of a product refers to features of the product that are intangible and constitute 
the main reason for using the tourism product. The main reason for using a tourism 
product also relates to the motivation for using the product and whether a consumer 
is satisfied by the Core level of the offering. Other features of the tourism product 
allows a consumer to enjoy the product, but do not motivate a consumer to buy a 
product. This is known as the Expected Level. The last level is the Augmented level 
where differentiation occurs. Tourism offering differentiation can be based on 
tangible and intangible features. Additional features that a tourism organisation can 
provide can allow for a competitive advantage. Consumers interact with each level of 
the tourism product by enquiring about the product to gain knowledge, using the 
tourism product and leaving the product due to the lack of ownership (George 
2008:3, 6).  
Any product used by consumers goes through a cycle that includes certain stages. 
During these stages the product will become more (or less) favourable amongst 
consumers. As the product becomes more (or less) favourable the product sales and 
revenue of the product will either increase or decrease. The cycle is known as the 
product life cycle. Once the product is introduced into the market the product life 
cycle commences. The product life cycle is depicted in Figure 4.1 discussed.  
 
53 
 
Figure 4.2: Product Life Cycle 
 
Source: Kotler, Armstrong & Tait 2010:288 
The Product Life Cycle depicts the amount of sales and profit horizontally. Time is 
depicted vertically. The lower red curve indicates profit and the top red curve 
indicates sales. Sales increase and decreases in tandem with profit. The amount of 
sales and profit made determine the stage of the Product Life Cycle. The stages of 
the Product Life Cycle are the Product Development stage, the Introduction stage, 
the Growth stage, Maturity stage and the Decline Stage. 
There are two ways an organisation can develop a new product that involve the 
aspects mentioned above. The first is through acquisition or producing someone 
else‟s product. The second is by producing and developing an original product. The 
first step in developing a new product is by obtaining ideas from employees and 
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consumers. The ideas are screened and reduced in number. The idea chosen is 
then developed into a concept. A concept refers to a detailed version of the idea. By 
testing the concept the producers of the new product can determine whether the new 
product will appeal to them in terms of features, quality, attributes, style and design. 
Possible costs, sales forecasts and the estimated profit must be calculated to 
determine the feasibility of the new product. After determining feasibility the concept 
must be developed into a product. This development will involve investment. The 
product will be test-marketed. Test-marketing involves the development of a 
positioning strategy as well as how the new product will be advertised and distributed 
(Kotler, Armstrong & Tait 2010:275-281). 
In the introduction stage the product is made available to consumers for the first 
time. A company can choose to enter the introductory stage as a pioneer or as a 
follower. When entering the introductory stage as a pioneer the risks for the 
organisation are high as there is no guarantee that consumers will buy the product. 
However, if entering as a pioneer the organisation have an advantage of gaining 
market share before competitors do. If entering the market as a follower an 
organisation has the advantage of first determining whether other organisations are 
successful in selling similar products. The disadvantage is that organisations that 
follow may enter the market at a time where the market is already loyal to existing 
pioneering companies. Regardless of entering the market as a pioneer or a follower, 
profits are low or non-existent during the introduction stage (Kotler, Bowens & 
Makens 2010:257-25). No profits have been made and few competitors exist. In the 
Introductory stage sales are low and the cost per consumer high. The marketing 
objective is to make consumers aware of the product. Awareness of the product is 
aimed at early adopters and buyers who are willing to buy a new and rather unknown 
product. Selective distribution and extensive sales promotion is used in areas where 
the product may be most successful (Kotler, Armstrong & Tait 2010:294 and Hurd, 
Barcelona & Meldrum 2008:173-176). 
Products will only move into the growth stage if consumers are satisfied with the 
product. The consumers are characterised by those that buy the product early on in 
the growth stage and consumers that buy the product later on in the growth stage. In 
order to ensure that the growth stage lasts for as long as possible an organisation 
may follow one or more strategies. Organisations can choose a strategy to improve 
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the quality of their product and add new features to their products, target new market 
segments, change advertising to create awareness or lower prices to attract more 
consumers to buy the product. The growth stage is also synonymous with a trade-
off. The trade-off refers to organisations either spending ample resources on 
promotion and changes to products or minimising promotion and product changes to 
allow for revenue to increase (Kotler, Bowens & Makens 2010:258).  During the 
growth stage both sales and revenue rise. The number of consumers and 
competitors increase and the aim of marketing is to increase market share. Product 
extensions are developed to appeal to a wider range of consumers. Extensive 
distribution is applied to allow for the growing number of consumers to access the 
product easily (Kotler, Armstrong & Tait 2010:294; Hurd, Barcelona & Meldrum 
2008:173-176). 
In the maturity stage the amount of sales decrease. The decrease in sales leads to 
supply exceeding the demand for the product. To increase demand organisations 
aim to encourage consumers to not buy products from competitors, but from their 
organisations. Conversely the competitors will lower the prices of their product to 
convince existing consumers to not buy from other existing organisations. The 
constant need to convince consumers to buy an organisations product leads to a 
reduction in revenue and small competitors withdrawing their products from the 
market (Kotler, Bowens & Makens 2010:258). Kotler, Armstrong and Tait (2010:294) 
stated that the maturity stage is synonymous with peak sales, high profits and low 
cost per consumer. The number of competitors declines and the prices of products 
are set to match or beat that of the competitors. Intensive distribution is applied to 
encourage sales. Marketing communication is used to emphasise differences of 
brands, encourage sales and describe the benefits of the products in relation to that 
of competitors (Kotler, Armstrong & Tait 2010:294; Hurd, Barcelona & Meldrum 
2008:173-176). 
The decline stage can either occur rapidly or over a longer period of time. The 
reasons why products enter the decline stage vary. Three reasons for products 
entering the decline stage are because of technology, changes in the tastes of 
consumers or due to the amount of competitors and the high value product they 
provide (Kotler, Bowens & Makens 2010:259). In the decline stage sales, profits and 
competitors become less. The organisation tries to cut expenses and drop product 
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lines that do not create any profit. Sales promotions are also reduced to assist in 
reducing costs (Kotler, Armstrong & Tait 2010:294; Hurd, Barcelona & Meldrum 
2008:173-176). Throughout all stages promotion and marketing is used with the aim 
to influence the demand of the product. Promotion is discussed in section 4.3.3. 
 
4.3.3 Promotion 
When it is necessary to communicate a products‟ value, promotion is used. The 
various methods of promotion include paid advertising (using media such as 
television and radio), sales promotion and incentives (a short term activity to create 
awareness), personal selling (done face-to-face) and publicity (free advertising that 
does not involve control) (Hurd, Barcelona & Meldrum 2008:184-188). The marketing 
methods used will lead to an increase in sales and profit. The increase in sales and 
profit will only occur if the marketing methods used are effective. All methods used 
will include a promotional message (Kotler, Armstrong & Tait 2010:421-427). 
The aim of the promotional message is to clearly and consistently provide a 
compelling message that is received from a credible source. It is important that the 
promotional message is not distorted. A message is distorted when the message 
received by the consumers is misunderstood and is different from the message 
intended by the marketing department of an organisation. The promotional message 
must appeal to the customers and lead to a response. The functions of the 
promotional message differ. The aim of the promotional message can be to make 
consumers aware of the product, gain knowledge about a product or convince a 
consumer to buy a product. The promotional message can also stimulate self-
interest in a product, promote the benefits of a product or aim to encourage support 
for a product in terms of a social cause (Kotler, Armstrong & Tait 2010: 526-533).  
Apart from promoting the benefits of a product, promotion also aim to inform a 
potential consumer about a product to potentially persuade the consumer to buy the 
product and train the consumers on how to use the service. How to use a service in 
tourism is imperative as consumers need to be present when the tourism service is 
delivered. A consumer can therefore influence the level of quality received by the 
tourism destination (Rao 2009:64). This is known as inseparability which has been 
57 
 
discussed in section 4.2. Consumers and employees are people that are essential in 
the marketing mix of tourism. People are discussed in section 4.3.5. 
 
4.3.4 Place 
Place refers to the distribution of a product. Distribution involves moving 
materials/products from their original location to where the product will best meet the 
needs of the consumers. In certain cases organisations make use of intermediaries 
or re-sellers to assist in providing the products to the consumers. The intermediaries 
must have knowledge of the products they sell and help to ensure the success of the 
product. The intermediaries, suppliers and consumers are interdependent and 
intermediaries must satisfy the needs of consumers and offer them value. Within the 
tourism industry the relationship between suppliers and intermediaries is of the 
essence as intermediaries connect with the consumers before suppliers do (Kotler, 
Armstrong & Tait 2010:362-377). Consumers and suppliers benefit from making use 
of intermediaries.  
The benefits for tourism product suppliers are firstly retailing and involve 
intermediaries who are located and able to sell tourism products across a larger 
geographical area than tourism supply companies. The second benefit of using an 
intermediary involves a reduction in risk. The risk of sales is reduced as it is not only 
the supplying company that sells the tourism product, but the intermediaries as well. 
Intermediaries selling the tourism products reduce the chances of low sales. The last 
group of benefits relate to tourism supplying companies saving costs if they use 
intermediaries. Costs are saved as suppliers can make use of the staff and 
resources of intermediaries to market the product of suppliers. Suppliers therefore do 
not have to utilise their own staff and resources is marketing, but other important 
aspects necessary to sell a successful product that satisfy consumer needs.  
Consumers also save costs when using an intermediary. Certain intermediaries buy 
tourism products in bulk and, due to discounts received, are able to sell such tourism 
products to consumers at a lower price. This is the first benefit to consumers. The 
second benefit to consumers refers to the fact that intermediaries are a convenient 
way for consumers to buy multiple tourism products at one location. The third benefit 
is that intermediaries can provide consumers with specialist knowledge and offer 
greater choices of products. Lastly consumers that make use of intermediaries are 
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less inclined to buy a tourism product that does not satisfy their needs due to the 
knowledge that intermediaries posseses (George 2008:259-261). 
In the tourism industry consumers must be transported to the tourism offering. By 
assisting consumers to buy the right tourism offering intermediaries share knowledge 
of tourism offerings to consumers. Examples of intermediaries include wholesalers 
and travel agents. The number of intermediaries in a distribution channel varies. The 
reason for the varying number of intermediaries is due to the different types of 
tourism offerings, tourism organisations and different type of consumers. In the 
tourism industry suppliers and intermediaries are able to switch roles as 
intermediaries are able to produce a tourism product, such as a tour package. The 
intermediaries have certain functions. The first function is to do marketing research 
to gain knowledge about the products that consumers want. The second function 
relates to marketing a tourism product and, thirdly, to come in contact with potential 
consumers. The fourth function involves transporting the tourism product and the fifth 
function having the financial means to pay for distribution channel members to 
promote the tourism product. A sixth and seventh function involves providing a 
product that satisfies the needs of consumers and negotiating and agreeing on a 
price that consumers is willing to pay for the product (Kotler, Bowens & Makens 
2010:329).  
 
4.3.5 People 
Since the 1990‟s tourism related business have realised that the environment needs 
to be taken into consideration as well as the people whom are influenced by their 
business (George 2008:6). People refer to all participants in the process of service 
delivery namely employees, visitors and the host community.  
Employees can either be seen as non-contact staff that have no contact with 
consumers or front-line staff who interact with consumers regularly. Employees who 
are satisfied with their work environment are more likely to provide a satisfactory 
experience to visitors (Middletonet al. 2009:143-144). Consumer care and having 
excellent staff to distinguish the business from competitors is important 
(Tassiopoulos 2008:145-146). The link between employees and consumers comes 
from knowing what consumers want. Knowing what consumers want is the first step. 
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The second step is to recruit, train, motivate and reward employees to provide 
excellent service. Employees must be aware of how important their behaviour is in 
service delivery and to the creation of demand for the product by consumers 
(Boshoff & du Plessis 2009:10, 18-19).  
Consumers generally share facilities and experiences with other consumers visiting 
the same tourist attractions or tourism destinations. Interactions between consumers 
influence the satisfaction levels of other consumers (Middleton et al. 2009:144-145). 
Some tourists prefer travelling in large groups (organised mass tourists) while other 
prefer to travel to popular destinations alone as it provides flexibility (individual 
tourists). Some tourists are known as explorers and prefer to arrange their own 
holidays and visit less-popular tourist destinations. Elite tourists prefer cost effective 
holidays and travel a lot. Incipient mass tourists seek western amenities and prefer 
destinations that are well known. Charter tourists prefer entertainment and unusual 
tourists prefer a combination of organised tours and local cultural activities. The last 
group of tourists is known as drifters. Drifters or off-beat tourists who participate in 
the activities of the local community and do not make plans prior to travelling 
(George 2008:188-191). The host community refers to individuals who permanently 
live at destinations that tourists visit. The more tourists visit the host community, the 
more consumption patterns change (Middleton et al. 2009:144-145).  
 
4.3.6 Processes 
Examples of processes include the way reservations are made or how fast a queue 
moves. In the services marketing mix process involves how services are delivered. 
Service has to be delivered through processes to enable the provision of services 
Certain services are crucial to the success of delivering satisfaction to consumers 
(George 2008:279-280). Processes include policies and procedures and help to 
ensure excellent service. Attention to detail is what helps a consumer to receive 
excellent services (Gilmore 2003:12). The systems and procedures allow for a 
tourism product to be delivered to a consumer. In order to deliver a tourism product 
to a consumer an employee must come in contact with the consumer. The level of 
experience a consumer has depends on the level of quality within the service 
delivery. Processes therefore involve employees, a physical setting and consumers 
(Fyall & Garrod 2004:122). Employees form part of the processes as they interact 
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with consumers to deliver services. Efficient management of employees improves 
interactions between employees and consumers as well as the physical setting 
assists in providing excellent services. If the physical setting is functional it can assist 
processes to be accomplished in a matter that is efficient while simultaneously 
delivering the level of services promised (Rao 2009:64). 
 
4.3.7 Physical evidence 
In most cases tangible elements are needed to provide a service. Services cannot 
be seen, but the tangible elements that are associated with the service can. The 
physical elements are therefore used to create a perception within the minds of 
consumers. The perception given creates an expectation in respect of the 
experience (Rao 2009: 63). Physical evidence involves any aspect of a tourism 
product or experience that is difficult to quantify and define beforehand. The aim of 
providing physical evidence is to enhance the experience and, similar to processes it 
is incorporated in the product (Holloway 2005:55).  
As stated earlier, tourism offerings involve tangible and intangible elements. It is the 
tangible elements that consumers take into consideration when buying a product. 
The tangible elements are the physical evidence used by tourism marketers. The 
physical evidence gives an indication of the services of a tourism organisation. 
Examples of physical evidence are signage, uniforms and landscape (Tassiopoulos 
2008:146). The tangible aspects of an offering assist in making consumers aware of 
the quality of the tourism product. It assists with sales and the consumer gets an 
idea of what the tourism product involves without being present at the place where 
the tourism offering is made available (Fyall & Garrod 2004:123). 
 
4.4 TOURISM MARKETING 
 
Tourism marketing was based on the principles of the marketing of physical 
products. The principles were not effective due to the characteristics of tourism 
marketing that was discussed in section 4.2.1. Intangible service products are what 
tourism marketing focus on. The services provided by tourism organisations involve 
deeds, processes and performances. Services add value and in some cases are 
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more important than the tangible product. Marketing an intangible product is difficult. 
Marketers therefore have to market tangible elements that help to assure consumers 
that intangible services will be consistent, different to those of competitors and will 
meet their needs.  It is important for organisations to provide the tangible and the 
intangibles that are marketed (Boshoff & du Plessis 2009:1-3, 9, 267-268; 
Gilmore,2003:6). 
 
A definition of tourism marketing states that tourism marketing includes plans that 
aim to create demand and attract consumers. The plan involves a concept that is 
offered at a price and is promoted through distribution channels. Selling a product or 
service is part of promotion and always includes an exchange. The exchange must 
satisfy the consumer and the organisation in the long-term. Long-term satisfaction 
can only be achieved if knowing what consumers want and meeting the needs of 
consumers and locals (Dasgupta 2011:174). The definition of tourism marketing 
involves six aspects namely to plan, create demand, the marketing mix, an 
exchange, satisfying the consumers, locals and organisation and doing everything 
over the long-term. Long-term marketing activities lead to loyal customers and repeat 
business that allows for more profit and company growth (Dasgupta 2011:176). 
The marketing mix has been discussed and an exchange relating to the price 
charged for products, benefits and tangibles and services received. Planning 
involves a SWOT analysis, implementing a plan and controlling the development of a 
plan to ensure success of marketing. The acronym SWOT stands for strengths, 
weaknesses, opportunities and threats (Strydom 2001:2,12). The planning process 
of tourism marketing involves systematically deciding the goals and objectives and 
analysing the strengths and weaknesses of the tourism organisation. The first part of 
a marketing plan includes an executive summary. The executive summary aims to 
summarise the marketing strategy. The executive summary includes the SWOT-
analysis as well as the goals, strategies and expectations of the marketing plan. The 
Introduction and Background section constitute the second part of the marketing 
plan. In the introduction and background the mission of the organisation is stipulated 
and the plan and problem summarised. The Situation Analyses states the objectives 
of the tourism organisation and give an overview of the tourism industry and its 
competitors. This is the third section in the tourism marketing plan. After the situation 
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analysis a SWOT analysis and a SPENT analysis is conducted. A SWOT analysis 
involves research on the internal strengths and weaknesses and external 
opportunities and threats of the tourism organisation. The SPENT analysis involves 
conducting research on the Social, Political, Economic, Natural and Technological 
environments. The environments influence the organisation and will determine the 
marketing process of the organisation. Following the SWOT analysis and SPENT 
analysis is the sixth section that elaborates on the marketing objectives. The 
marketing objectives involve researching the history of the organisations and 
determining the market share of the products. A marketing strategy, section seven, 
must also be compiled and is based on the extended marketing mix as well as the 
segmentation, targeting and positioning of the products. The description on when the 
marketing plan must be implemented is the eighth section. Implementation involves 
certain decisions that relate to the marketing mix as well as to which employees 
need to fulfil which function and by when the functions must be fulfilled. Financially 
budgets must be set. The budget will stipulate the possible expenses, revenue and 
possible cash flow needed to market the tourism product. Constant control must be 
implemented to determine whether that which was stipulated in the marketing plan is 
being implemented and applied. The last part of the marketing plan will involve a 
timeline and additional appendices that aim to explain the decisions made in the 
marketing plan on how consumers can be satisfied (George 2008:11,93-95). 
Organisations that can satisfy consumers are more successful. Satisfying consumers 
involve having motivated employees to deliver services (Boshoff & du Plessis 
2009:267). The attitude and decisions of consumers and how it is communicated are 
what marketing is about (Dasgupta 2011:174). The aim of the marketing plan is to 
satisfy customer needs, to increase profits and for the organisation to grow (Strydom 
2001:15). Due to satisfying needs being the aim of management the consumer is 
seen as the core of the marketing plan (Gilmore 2003:6). Marketing communication 
involves advertising, public relations, personal selling, sponsorships and the Internet 
to convey messages to consumers. The communication of information by tourism 
organisations to consumers will take place after a product is developed. The 
information must be relevant and follow similar processes than a conversation. The 
tourist organisation sends a message and the message must be understood by the 
receiver which is the consumer. The aim of the marketing message will be to inform, 
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persuade, incite or remind customers about products. Regardless of the marketing 
communication method used, the message must stay the same. The marketing 
message aims to persuade consumers of the value of the tourism products 
(Dasgupta 2011:171-176). 
Tourism organisations creating a marketing message will influence consumer 
demand. However, not all consumers that receive the marketing message will 
perceive the message as convincing. The reason for not receiving the message as 
convincing is due to differences in culture, geographic location or language. The 
demand for the tourism product is created in the area of origin, but supplied at the 
destination with the assistance of transportation, travel organisations and distribution 
channels (Dasgupta 2011:173-174). 
For smaller firms distribution and marketing are more difficult. The tourism industry 
comprises mostly small businesses that employ less than 100 people. These 
businesses lack the resources that the majority of larger businesses have in terms of 
marketing their product. The lack of resources and strategic planning hinders small 
tourism organisations from accessing their markets through marketing and growing 
their business. One way small tourism organisation have overcome this is by using 
the internet (Exploring a conceptual model, based on the combined effects of 
entrepreneurial leadership, market orientation and relationship marketing orientation 
on South Africa's small tourism business performance 2007:1-4). 
 
4.5 SUMMARY 
 
In this chapter tourism marketing was discussed. It was mentioned that tourism 
marketing involves plans, strategies and exchanges that aim to satisfy consumers, 
meet their needs and offer them value. The extended marketing mix was discussed 
together with the importance of marketing communication. Services marketing were 
also discussed in terms of its importance and how service provision can be improved 
within an organisation by utilising the SERVQUAL model. Lastly a definition of 
tourism marketing, the marketing planning process and distribution of tourism 
products were discussed. 
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In Chapter Five geocaching will be discussed in detail. 
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CHAPTER 5 
GEOCACHING 
 
5.1 INTRODUCTION  
In chapter 1 the concept of geocaching was explained as a treasure hunt where 
Global Positioning System (GPS) receivers are used to find caches (treasures) 
(Helling 2010). It was stated that, in order to geocache a GPS receiver is needed as 
well as a computer to visit the geocaching website (Schlatter & Hurd 2005). Upon 
accessing the website the participant searches for caches by entering the area going 
geocaching. Geocaching participants enter latitudinal and longitudinal coordinates on 
the GPS receiver and study the clues to help find the cache. Upon finding the 
hidden, camouflaged container (cache) an item is removed from the cache and 
replaced with another item (Anderson 2008). Random items found in caches include 
maps, games and jewellery (Mathieson 2005:186). The participant must record 
findings in a logbook that is found in the cache (Hinch 2007:139–140). Together with 
a logbook, pen and trading items, it is also advisable to leave a note explaining what 
geocaching is. If non-geocaching participants come across the cache the note will 
inform them what geocaching is and that they must leave the cache where it was 
found (Gripman & Gripman 2008:88). Upon returning home geocaching participants 
log onto the website and respond that they have found the cache (Hinch 2007:139–
140).  
Most of the literature available on geocaching relates to, and is published in the 
United States of America. However the concept and rules of geocaching is the same. 
In the United States of America, in particular, various industries have used 
geocaching to their advantage. Examples of industries include charities using 
geocaching for events and schools using geocaching with geography. Through the 
literature study below, the researcher wishes to give insight into how geocaching can 
be utilised to possibly benefit various industries if applied effectively in South Africa. 
In this chapter secondary data is explained that relate to registering as a geocaching 
participant, the history of geocaching, problems associated with geocaching, the 
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different types of caches that exist; alternative ways of utilising geocaching and how 
geocaching relates to tourism related activities. 
 
5.2 REGISTERING AS A GEOCACHING PARTICIPANT 
 
The official geocaching website, www.geocaching.com, states that there are eight 
steps involved in participating and finding a cache (Groundspeak 2010). These steps 
will now be discussed as it will give further elucidate the concept of geocaching and 
what participating in geocaching involves. The researcher followed the steps and 
made some adjustments to enable a better explanation of the process. The first step 
is to register as a member on the geocaching website. After registering the "Hide & 
Seek a Cache" icon must be clicked if the intention is to hide or seek for caches. The 
method of how the member wants to seek for a cache must be chosen, together with 
the geographical location. The clues must then be printed out and the GPS 
coordinates typed into the GPS device. The clues and GPS coordinates must then 
be followed until a cache is found. The logbook must be signed and the cache 
placed in the exact location as it was found. The last step is to register the cache on 
the geocaching website to indicate that the cache was found.  
The first step requires that an individual must register for „basic membership‟. 
However, before an individual can register, he/she must visit the geocaching website 
and click on the „getting started‟ tab. The „getting started‟ tab can be found on the left 
of the screen or on the right side, next to the video clip, at the bottom of the 
description on geocaching. Four main headings will appear: „Easy steps to 
geocaching‟, „before you go‟, „get out and play‟ and „share your experiences‟. As part 
of the registration process participants must click on the „basic membership‟ link 
which will be under the „easy steps to geocaching‟ heading. The individual 
registering will be given two options. The first option is to create a „Basic 
Membership‟ account which is free of charge. The second option is to become a 
Premium Member for which there is a cost involves. For the purpose of this 
explanation „basic membership‟ was chosen.  
When a new participant click on „Basic Membership‟ The webpage will ask for a 
username, password, two e-mail addresses and the individuals name and surname 
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to be typed in. The individual registering can also choose whether they want to 
receive a newsletter and „hints‟ on geocaching. Before an individual is accepted 
he/she needs to click on the „create my account‟ link, and state that they accept the 
terms and condition of geocaching and Groundspeak (the company whom owns 
geocaching). When the „create my account‟ link is selected the website screen will 
change and the individual registering will be given two options: To go to the e-mail 
address given earlier in the registration process and validate the account or to login if 
the account is already validated. For this study the researcher chose the first option 
of going to the e-mail address. 
Upon opening the e-mail account a new, unread, message would be located in the 
inbox entitled „Validation Instructions‟. The message will give the username and 
validation code as well as a direct link where the geocaching account can be 
validated. Upon clicking on the „validation‟ link a new window will appear opening the 
www.geocaching.com website. The new window will offer the individual a choice to 
either upload a photo that will appear next to the username or to „Learn how to get 
started with geocaching‟. If the individual registering clicks on „Learn how to get 
started with geocaching‟ the same website screen will appear with the four headings 
that were mentioned above. 
Step one is now completed. Steps two to four involve searching for geocaches on 
the Internet. Step two involves clicking on the „hide and seek‟ tab on the left of the 
computer screen. This tab will always be chosen when searching or hiding a cache. 
There are numerous ways to search for caches within a specific area. The step on 
the geocaching website states that a postal code needs to be entered. The South 
African postal codes however are not recognised in the geocaching database; 
therefore cache locations can be found by typing in an address, country, latitudinal 
and longitudinal coordinates, keywords or by using Google Maps.  
When the „search with Google Maps‟ link is clicked a map of Seattle in Washington 
in the United States of America will be given. To the right of the map the individual 
can type in the address, town or area where they want to go to and find caches. By 
clicking the „go‟ link, a map of the area chosen, will appear together with icons of 
various caches. 
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By double clicking on the cache icon a pop-up window will appear. Clicking on the 
name of the cache will open a new window with all the details necessary to find the 
cache. At the top the name of the cache, username of the person hiding a cache and 
the size, difficulty and terrain of the cache will appear. When choosing a cache it is 
important to take into consideration the terrain and difficulty level of the cache 
(Gripman & Gripman 2008:87). Below the above information on terrain and difficulty 
level, in a blue block, the latitudinal and longitudinal coordinates will be provided. 
Beneath the longitudinal and latitudinal coordinates is the description of the cache 
and information on the area and location where the cache is hidden. Take note of the 
description: The GPS receiver will bring the participant within approximately three 
meters of the cache, but the clue and description of the cache will indicate the final 
location of where to look for the cache (Gripman & Gripman 2008:87). Beneath the 
description is a clue that will pinpoint the geocaching participant to the exact location 
of the cache. The clue can be encrypted by the website or by the user. 
Steps five to seven involve physically searching for the cache in the outdoors. Step 
five involves entering the latitudinal and longitudinal coordinates into the GPS 
receiver. Step six involves using the GPS receiver and the clue and description of 
the cache to find the cache and exchange some items (Gripman & Gripman 
2008:87). Step seven includes signing the logbook inside the cache and exchanging 
some trinkets. 
Step eight is the final step in the geocaching process. Upon returning from searching 
for the cache, the participant must „log their visit‟ by clicking on the link indicated 
below to prove that they have found the cache. 
 
5.3 HISTORY OF GPS TECHNOLOGY AND GEOCACHING 
 
GPS receivers were first developed and used in the 1980‟s by the United States of 
Americas‟ Department of Defence. The aim of GPS‟s was to replace sea and air 
navigation methods that were radio based. The reason why GPS‟s are more 
effective is because they are not affected by the weather and are extremely 
accurate. Originally civilian companies were allowed access to GPS technology, but 
only had Selective Access for security access as the government of the United 
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States of America wanted to protect locations the locations of military bases (Dyer 
2004:2). Selective Access is an intentional error in GPS technology (Peters 2004:8). 
Civilian GPS receivers only became popular in the 1990‟s. Garmen and Magellan 
were two companies that provided the first affordable GPS receivers to civilians. 
GPS‟s were seen as a safety tool and a convenience (Dyer 2004:3).  
On 1 May 2000 an additional benefit befell to civilians when President Clinton of the 
United States of America removed Selective Access. Before the removal of Selective 
Access a civilian using a GPS receiver were unable to see which side of the road 
he/she were travelling on or where they need to turn into. The removal of Selective 
Access thus led to two things: Firstly and increase in accuracy for civilian GPS 
receivers from 2.74 meters to 1.5 meters, and secondly, to a sport named 
Geocaching (Dyer 2004:3–4). Peters (2004:8) argues that the accuracy was 
increased from 6 meters to 1.8 meters.  
The accuracy of GPS receivers have allowed GPS companies to tailor-make GPS 
receivers for various purposes. GPS receivers are mostly used by travellers to find 
their way to unknown locations (Ball & Shilmover 2003:306). Garmin have developed 
GPS receivers that are specifically designed for leisure purposes. These GPS 
receivers are not merely designed for navigating to locations, but are used for 
various leisure activities (Miller and Associates, 2008:100 - 102).  
Dave Ulmer was also intrigued by the „new‟ accuracy. On 3 May 2000 he hid a 
logbook, pen, videos, books, software and a slingshot in a black bucket. Ulmer 
posted the coordinates, which showed a location near Beaver Creak, Oregon, 
Portland, on an Internet GPS User Group Website with one rule: “Take some stuff, 
leave some stuff”. Ulmer called it “The Great American GPS Stash Hunt” (Peters 
2004:8–9). In the three days that followed two people, one of whom was Mike 
Teague, read about the container. Mike Teague was the first person to find Ulmer 
bucket. Within the first week more stashes were hidden and Mike Teague started his 
own web page in August 2000. The geocaching website was established with 75 
caches listed.  
Through a mailing list Matt Sum suggested the name “geocaching”, which replaced 
the word “stash”. “Geo” means earth. “Cache” has two meanings: The first meaning 
is “hiding place” which stems from a French word invented in 1797. The second 
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meaning refers to a term used in technology that refers to a computer being able to 
quickly retrieve the same images if a web page is revisited repeatedly. The amount 
of caches is continuously increasing. The increase in caches is due to enthusiasts 
hiding their own caches. How to hide caches will be discussed in the next section 
(Peters 2004:9). 
 
5.4 HIDING A CACHE 
 
Geocaching is based on trust and etiquette. An example is to not merely take an 
item, but replace it with another. Geocache participants who hide caches expect 
fellow participants to be responsible by following the guidelines that indicate how 
geocaching participants are supposed to act (Lindlaw 2008). Any geocaching 
participant can hide a cache. Caches need to be accessible by other participants. 
New caches must include a logbook and pen which enables finders to log their visit, 
as previously discussed. Caches are also not allowed to be buried under ground. 
The main reason is the environmental damage associated with numerous 
participants needing to dig a hole to find the cache. A further prerequisite is to not 
bury any food or anything dangerous such as explosives (Hinch 2007:139–140). 
When participants hide a new cache they must ask permission from the property 
owner on whose land they wish to hide the cache. The hider also becomes 
responsible for that cache and its maintenance (Gripman 2008:88). The owner of the 
cache needs to register the cache online, via the geocaching website that 
Groundspeak owns, and indicate how hard the cache will be to find. There are two 
indicators as to how hard the cache will be to find: difficulty and terrain  
Difficulty and terrain involves a scale of one (easiest) to five (hardest). Difficulty 
relates to the general criteria – for example if there are a lot of under bush that 
participants need to travel through. The terrain refers to the travel conditions – for 
example whether the terrain is flat, rocky or steep. The owner of the cache also 
needs to leave a description of a cache.  
The lengths of the descriptions vary. Some owners write a short paragraph where 
others write a longer description on the history of the area. On some occasions clues 
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will be given in the description of where exactly the cache can be found (McNamara 
2008:162). The cache owner has the option to provide additional hints that are 
encoded (Hinch 2007:140). Fellow participants can either choose to decode the 
message themselves or allow the computer to do it for them (McNamara 2008:163).  
A volunteer will ensure that details entered on the website about your new cache are 
correct. If the volunteer is satisfied that all the details are correct the new cache will 
be posted on the website and received by numerous geocaching participants who 
wish to search for the cache (Gripman & Gripman 2008:88). In addendum A an 
example of a caches web-link on the geocaching website is given. 
Within days geocaching participants will start logging their visits, proving that they 
found the new cache. When geocaching participants log their visits they are able to 
leave comments (McNamara 2008:163). When participants find a cache they 
exchange items and replaces the cache in the exact location. Even if a cache is not 
found participants may still log their visits on the website as this will alert the owner 
of the cache that the cache is missing (Gripman & Gripman 2008:88).  Not all caches 
are the same. Different owners hide caches in different locations with varying 
degrees of difficulty and terrain. Different types of GPS receivers can be used to find 
different types of caches. In the next two sections GPS features, that relate to GPS‟s 
used for geocaching, and different types of caches will be discussed.   
 
5.5 GLOBAL POSITIONING SYSTEM (GPS) RECEIVERS 
 
All GPS receivers are equally accurate. The accuracy depends on the number of 
signals the GPS receiver receives. Trees and high buildings influence the accuracy 
of the reception. GPS receivers differ with respects of the hardware, technology and 
cost of the unit. All GPS receivers show the user the coordinates of current location 
as well as the destination coordinates. GPS receivers show the shortest and 
straightest way to a location, which is not necessarily always a realistic or possible 
route. However, when a string (more than one) of coordinates is given it is known as 
a route and allows a realistic path to the end destination. Maps and the size and 
weight will determine the price of the GPS receiver. The type of GPS receiver also 
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varies depending on the type of terrain GPS users wish to use it for. Examples of 
different type of GPS receivers have been mentioned in section 5.3.  
The official geocaching website has numerous types of handheld GPS receivers and 
GPS embedded phones that can be used for geocaching (Groundspeak 2010). 
Phones that are to be used for geocaching must have certain applications. Two 
examples of applications that phones used for geocaching must have is Geocaching 
Navigator and Groundspeaks‟ Geocaching iPhone Application. The website further 
states that in order to geocache, participants need a GPS that is easy to use, easy to 
access and durable (Groundspeak 2010). There are also specific features that assist 
in making the GPS receiver easy, accessible and durable when going geocaching.  
„Basemap‟ is a feature that allowed GPS receiver users to see driving directions to a 
specific cache or location (Groundspeak 2010). „Basemap‟ indicates distances as 
well as highways, cities, airports, lakes and rivers (Featherstone 2004:152). GPS 
receivers should also be able to pick up signals quickly. In order to assist with 
accuracy an external antenna jack could be used. Recent GPS models are seen as 
accurate, but when inside a car, a windscreen can reduce the signal received which 
can be improved by an external antenna.  (Groundspeak 2010).  
Other GPS features that assist in the ease of operating the GPS device includes an 
interface jack which allows maps to be downloaded from the internet (Groundspeak 
2010). Maps help to visualise terrain and assist businessmen with directions or when 
travelling across a country. Maps are the main features that allow for distinction 
between various types of GPS receivers. In order to download maps, memory is 
needed (Dyer 2004:15). Memory assists in loading additional maps and coordinates 
onto the GPS receiver (Groundspeak 2010). Featherstone (2004:153) suggests that 
when purchasing a GPS receiver as much memory as possible needs to be 
purchased. Once a map is downloaded the map will show on the GPS receiver‟s 
screen. The bigger the screen the better it will be to read the map. If the GPS 
receiver has a backlight the GPS receiver can be used during the day or at night 
when the surrounding area is dark (Featherstone 2004:157). Two further 
considerations when buying a GPS for geocaching is to consider whether the GPS 
receiver is waterproof as well as the size and weight of the GPS receiver and 
whether the altimeter (which measures elevation usually from sea level) work 
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independently from the GPS signals received or not (Groundspeak 2010). Built-in 
altimeters that work independently from GPS signals are less accurate 
(Featherstone 2004:156-157). 
5.6 TYPES OF CACHES 
 
There are various types of caches that serve various purposes. Cone, Werner and 
Cone (2009:312) mentions in their book that there are eight different types of 
caches. They are traditional, multi-stage, virtual, webcam, locationless, earth and 
event caches. The official geocaching website, in contrast, state that virtual caches 
and webcam caches no longer exists. Locationless caches are now called 
waymarking caches (Groundspeak 2010).  
Upon accessing the geocaching website to search for latitudinal and longitudinal 
coordinates, each cache displayed will involve an icon stating the type of cache. The 
icon for each cache is as follow: 
Figure 5.1: Icons for type of caches  
ICON TYPE OF CACHE 
 
Traditional Cache 
 
Multi Cache 
 
Mystery Cache / Puzzle Cache 
 
Project A.P.E Cache 
 
Letterbox Hybrid Cache 
 
Wherigo Cache 
 
Earth Cache 
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Event Cache 
 
Mega Event Cache 
 
Cache In Trash Out 
 
GPS Adventure Maze Exhibit 
 
Locationless / Waymarking 
Source: Groundspeak 2010. 
Each of the various types of caches will now be discussed as described on the 
geocaching website.   
 
5.6.1 Traditional cache  
A traditional cache is the original type of cache. The smallest size that exists is only 
able to include a log book with no items to exchange. Coordinates given will lead to 
the direct location of the cache (Groundspeak 2010).  Traditional caches involve less 
complexity, less problem solving and less navigational skills than other types of 
caches (Dyer 2440:48). 
 
5.6.2 Multi-cache    
The cache is also known as an off-set cache. Geocaching participants searching for 
a multi-cache will be given coordinates to a cache. Upon finding the cache, 
coordinates are given to a second cache which is the main cache. A multi cache do 
not have to consist of two caches, it can consist of any number of caches 
(Groundspeak 2010). Multi-caches tend to be more challenging than traditional 
caches. Usually participants must find a small cache that has various parts of 
coordinates that help to find the final cache. Similar to traditional caches, multi-
caches do not require much problem solving skills.  The first cache participants must 
find is known as an „off-set‟ cache. Multi-caches can follow two processes. The first 
cache will include coordinates to final caches or, secondly, will give you clues to the 
final cache. Clues may involve looking for a sign or plaque or require participants to 
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answer a riddle to obtain clues and coordinates to the final cache. The offset cache 
tests participants‟ navigational skills, which is separate from navigational that a GPS 
receiver can provide, and riddle solving skills (Dyer 2004:49–50). 
5.6.3 Project A.P.E. cache   
Twelve caches were hidden by twelve Century Fox officials. The main idea was to 
support the movie Planet of the Apes. In each cache a fictional scientist reveals an 
alternative primate evolution based on a fictional story. Each cache also contained a 
prop from the movie. Only a couple of A.P.E. caches exist today (Groundspeak 
2010). 
 
5.6.4 Mystery cache    
Mystery caches are also known as Puzzle Caches, and usually involve difficult 
puzzles or riddles that need to be solved to determine the coordinates of the cache. 
The owner can be creative. Mystery caches are seen as a base for the creation of 
new and unique caches (Groundspeak 2010). A mystery cache includes problem 
solving skills that vary from answering math questions to local history questions. The 
official geocaching website states that final caches must be less than 2 miles 
(3.21km) from the first cache. An example is that the first coordinate leads to a rock 
painting. Upon arrival the name of the tribe that made the rock painting must be 
determined and the answer e-mailed to the owner of the cache to receive clues to 
the final cache (Dyer 2004:50–51). 
 
5.6.5 Letterbox hybrid cache    
Letterbox Hybrid is another form of treasure hunting that does not include using 
coordinates. Clues are given and at each location there is a stamp in a container 
which the user uses to log the visit. In some cases coordinates are given on the 
geocaching website, even though the official website is that of Letterboxing North 
America (Groundspeak 2010). When searching for boxes with rubber stamps 
navigational skills are sometimes required. Letterbox Hybrid is older than geocaching 
and originated in England. Geocaching and letterbox Hybrid come together due to 
similarities of the activity (Dyer 2004:51–52). 
 
76 
 
5.6.6 Wherigo cache    
Like letterboxing, Wherigo is an alternative game which involves using a special 
Wherigo GPS receiver (Groundspeak 2010). Wherigo enables certain computer 
games to be played in a non-virtual world, in the outdoors. A Wherigo participant 
does not merely change locations by playing a computer game, but can incorporate 
their physical location into the computer game. By incorporating physical locations 
into a computer game players can create tours, puzzles etc. that leads to the 
continuity of the game. Their physical world experiences are used to create 
experiences in the computer game. Wherigo does not necessarily include playing a 
computer game, but can be incorporated in numerous events. Some examples of 
where Wherigo can be incorporated are walking tours of cities, scavenger hunts 
within a neighbourhood or as a marketing proposal (Groundspeak 2010). 
 
5.6.7 Earth cache    
Earth caches include educational aspects of the earth. These caches are usually 
located at locations where geological processes have been taken place 
(Groundspeak 2010).  
 
5.6.8 GPS adventure maze exhibit cache 
A maze is designed to teach people how GPS‟s work. It is seen as an interactive 
science experience (Groundspeak 2010). Education about GPS technology is the 
main aim of the event. Anybody from the age of six years and older can geocache. 
The aim of the event is to learn about the history of navigation, the outdoors and 
contemporary GPS technology of the future. The size of the mazes are 232.257m2 
and involves four simulated environments representing a city, a park, back-country 
and historic sites. Walls of the maze are decorated with panels representing the 
environments. Dead ends are decorated with panels representing waterfalls and 
cliffs. While in the maze participants find hidden caches, solve puzzles and decipher 
codes which enables them to stamp „adventure cards‟ and enter various rooms 
where the maze continues. Upon stamping an „adventure card‟ participants are given 
part of a coordinate that enables them to enter a separate location/room that have 
educational displays and interactive activities that relate to learning about GPS 
technology (GPS Maze 2010). 
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5.6.9 Event cache and mega event cache   
Events are usually organised by local geocachers or geocaching organizations. It 
usually involves geocaching participants to meet and discuss geocaching. If more 
than 500 people attend the evens is seen as a mega event, which usually is an 
annual event that attracts international visitors (Groundspeak 2010). Event caches 
often start by giving coordinates of the location of the event. An event cache must 
relate to an event where geocaching will take place and should not be used to get 
people to a non-geocaching event. Event caches are only caches that have a life 
expectance (Dyer 2004:54). In 2009 the Knysna Oyster Festival held a Geo Oyster 
Geocaching competition. The competition involved twelve waypoints to be found, 
within the Knysna Basin, using GPS‟s and smart phones. The competition ran for 
five days (Oyster Festival 2010). According to the www.sa-venues.co.za website the 
Geo Oyster Geocaching competition will be running at the 2010 Knysna Oyster 
Festival as well (SA-Venues 2010). 
 
5.6.10 Cache in trash out events   
Groundspeak also supports an initiative which is called “CITO”, which stands for 
„cache in trash out‟ It doesn‟t have to correspond to an event necessarily, but can 
involve cleaning the environment by picking up trash when going geocaching (Peters 
2004:19).While going geocaching participants pick up litter and dispose of it, thus 
taking care of the environment. It therefore benefits the surrounding community. 
Events are also specifically tied to this concept (Groundspeak 2010). 
 
5.7 ALTERNATIVE USES FOR GEOCACHING 
 
The above discussion aimed to explain different types of caches that geocaching 
participants may choose to hide. The latter three types of caches discussed are 
types of event caches. These caches, under most circumstances, involve groups of 
people to be together and geocache at the same time. Apart from event caches that 
enable groups of people to enjoy geocaching, geocaching have also been used by 
various groups of people under other circumstances, which are discussed below. 
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In the United States of America geocaching has been applied in various ways to 
benefit children and the environment. Geocaching do not have to be physically or 
mentally challenging and can take place at an individuals‟ own pace. It does make 
use of navigational skills and some outdoor exercise which leads to stress relieving 
and stress reduction (Dyer 2004:6). 
Various of these alternative ways in which geocaching have bee applied will now be 
discussed in sections 5.6.1 to 5.6.2. 
 
5.7.1 Geocaching and children 
Geocaching can be used to improve mathematics, critical thinking, geography and 
outdoor awareness (Dyer 2004:6, 8–10). Other benefits of geocaching are an 
increase in leadership, problem solving, cooperation, orienteering and teamwork 
(Lindlaw 2008).  
Schools in the USA are applying Authentic Learning which incorporates technology. 
Technology has a supportive function for both teachers and learners and assists in 
obtaining, organising, manipulating and displaying information. When applying 
authentic learning students tend to work in groups, and teachers are seen as 
coaches assisting students while completing assignments over a prolonged period of 
time (Means & Olsen 2004:15–18). Authentic learning involves certain criteria. The 
students investigate real life problems that are open-ended and do not have a set 
way of coming to a solution. Furthermore, authentic learning encourages students to 
be motivated to come to a solution that may change actions, beliefs and attitudes as 
well as target a real audience. Students are seen as emotional stakeholders due to 
external audiences (Rule 2006). In South Africa, Outcomes Based Education (OBE) 
was introduced in 1998 which, similar to Authentic Learning involves school children 
to identify and solve problems and apply both creative and critical thinking (Lombard 
& Grosser 2008). Geocaching is used to apply „Authentic Learning‟ in America where 
technology is combined with an outdoor activity. Caches are hidden on school 
property and students must complete a math question or some type of exercise 
before continuing to find a second or third cache (Cennamo, Ross & Ertmer 
2009:439). 
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The Rollingstone Community School in the USA have used funds to acquire a GPS 
kit that includes 10 GPS units, compasses, a video with instructions, and curriculum 
resources. Students will geocache in the area surrounding the school (Anderson 
2008). 
A senior high special education teacher incorporated geocaching in geology and 
earth science classes. The main aim was to search for caches on the lake and creek 
located close to the high school campus. Caches found mainly included breakfast 
treats as well as questions regarding the subject, such as to identify rocks and 
minerals. Including geocaching into the curriculum led to the fostering of community 
connections and the interdisciplinary learning. Including geocaching in a school 
curriculum can be incorporated with the following subjects: math, geography, map 
skills, life sciences, identifying plant and animal life, earth sciences (identifying soil, 
rocks etc.) and history (Anderson 2008). 
One of the advantages of incorporating geocaching in a school curriculum is that the 
difficulty level of caches can be set to meet the needs and skills level of students 
while fostering leadership skills and technology awareness (Marcoux 2008). 
Although technology is advantages when used in schools, it can also have negative 
effects globally. Computer games are one of the reasons for the high level of obesity 
in the United States of America and geocaching in the outdoors could help to reduce 
it (Dyer 2004:6, 8–10). Geocaching is seen as being as challenging as video games. 
The difference between geocaching and video games is that geocaching takes place 
outdoors and playing video games not (Lindlaw 2008).  
In South Africa obesity amongst children and adults is also a major concern. One of 
the main causes for obese children is the lack of physical exercise and the fact that 
children stay indoors and play video games as opposed to being outdoors doing 
exercise. A study done by Discovery Health (2005) indicated that 29 per cent of 
males and 56 per cent of females over 15 years of age are overweight. The same 
study by Discovery Health has shown that 17 per cent of children are overweight and 
4.2 per cent is obese. In extreme cases certain schools had to replace the chairs in 
the schools as children do not fit into the original chairs due to them being 
overweight. Unhealthy foods served by tuck shops and the termination of physical 
education in South African schools has contributed to the high percentage of 
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overweight children in South Africa (Barbeau 2009). In physical education in USA 
teachers set up an orienteering course. Multistage caches are used by clues and 
secret messages given (Lynn & Werner 2007:206). Frances N Smith (2009) wrote an 
article encouraging parents to walk for exercise with their children. Although obesity 
is unhealthy, partially caused by video games, walking and participating in sport 
reduce obesity and should be kept interesting to encourage walking. Walking is said 
to reduce the chances of breast cancer by 20 per cent, diabetes by 50 per cent and 
heart disease by 30 – 40 per cent (Burgander 2008). Moss (2008) wrote an article in 
which he encourages geocaching as part of walking for exercise to reduce the 
boredom that is associated with merely walking for exercise.  
Geocaching has been described as a sport (Dyer 2004:3 – 4), that involves walking 
and is seen as a fun activity for children (Moss 2008). 
Authentic Learning that incorporates technology is said to shift the responsibility to 
the learner which increases accountability. Starting cost is high, but it can be linked 
to physical education as well as geography, history English, science and math 
assignments. Some companies have seen the benefit that technology has on 
education. The companies involved are Garmin, geocaching.com and 
www.offroute.com (Lynn & Werner 2007:206). The benefits geocaching can bring 
children have also been realised by Apisphere. Apisphere contracted with Navit 
Innovations to develop a GPS receiver that is specifically designed for children called 
Geomate Jr. The Geomate Jr is described as a low cost GPS receiver specifically 
designed to geocache. In the USA there are 250 000 geocache locations and clues 
in the USA clues are preloaded. The device requires two AA batteries and in future a 
cable and software will be available to retrieve new cache locations (Privat 2009). 
The Geomate Jr GPS receiver automatically shows the direction of the nearest 
hidden cache. When the cache is found a button on the GPS receiver is pressed 
confirming that the cache was found (Sorrel 2009). Recreational equipment retailer 
(REI) sponsors geocaching.com and is one of the distributors of the Geomate Jr 
GPS (Privat 2009).    
Geocaching has also been effectively used by Boy Scouts in America. Geocaching 
has been known to assist in map reading skills and how to use a compass and GPS 
(Dyer 2004:6, 8–10). Pathfinding, which is an important aspect of the Boy Scouts is 
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directly linked to geocaching. The Boy Scouts further incorporate geocaching with 
community related projects, such as collecting food for the needy, restoring exercise 
stations, “Cache In Trash Out” events as well as beach clean-ups (Landlaw 2008).   
From the above discussion it becomes evident that geocaching, although initially 
expensive can help with schools, not only in transferring knowledge of various 
subjects, but to assist children and adults in losing weight through healthy exercise 
and encourage children to spend more time outdoors.  
 
5.8 GEOCACHING AND TOURISM RELATED ACTIVITIES 
 
Certain parks, community centres, gyms and spas in the USA are offering 
geocaching classes. The concept involves group treasure hunts where one group or 
individuals are given classes in the basics of geocaching. The main idea is not to 
only have a work-out, but to find a reward, a cache, at the end of a workout (Sullivan, 
2005). REI  that sponsors the geocaching.com website, is one of the distributors of 
the Geomate Jr GPS receiver that regularly hosts seminars on geocaching and the 
Boy Scouts in the USA. REI have also hosted a five day geocaching and scouting 
course throughout the USA (Landlaw, 2008 and Privat 2009). Mogellan, Jeep and 
Damlyn Chrysler have hosted competitions, with big prises like a Jeep 4X4. Groups 
also host events. Geocaching events have been linked to adventure vacations 
(Matheson 2005:186). 
The Diamondhead Beach Resort is a hotel and conference centre in Fort Myers 
Beach in Florida, USA, that is part of the Sunstream Hotels and Resorts group. The 
hotel is located close to mangroves where guests enjoy kayaking in the Lovers Key 
State Park. In 2006 the hotel incorporated geocaching as part of their kayaking 
experiences. Guests were provided with a GPS that is pre-loaded with coordinates. 
The coordinates mostly direct kayakers to a mangrove tree where participants find a 
bag which contains a puzzle leading to a prize. In 2009 the hotel has stopped the 
above geocaching activity at the hotel and replaced it with a annual geocaching 
event (Martin 2007). 
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Three further examples of accommodation establishments in the United States of 
America that have incorporated geocaching are The Tenaya Lodge near the 
Yosemite National Park, the Spring Creek Ranch near Jackson Hole, Wyoming, as 
well as the Starr Pass Resort in Tucson, Arizona. When wanting to enjoy geocaching 
at The Tenaya lodge one can either enjoy a seven-mile hike into the Sierra National 
Forest located next to the lodge or a geocaching course on the property itself. At 
Spring Creek participants geocaching on the property obtain gift certificates as the 
end prize (Miller and Associates 2008:100-102). 
On the Drive South Africa website a link on the webpage is available that 
incorporates car rental service and information on destinations in South Africa and 
Africa with geocaching (Drive South Africa 2010). On Kgaswane Game Reserves‟ 
website they have a list of the caches in Rustenberg, which is the nearest city to the 
game reserve (Rustenburg Reserve 2010). Cape Union Mart also, via a news feed 
on their website, mentions that customers that want more information on geocaching 
can contact them for a free one-day tutorial (Cape Union Mart 2010). 
It has been mentioned that in future business may advertise their own geocaches on 
their websites, and in South Africa drivesouthafrica.com, Kgaswane Game Reserve 
and Cape Union Mart were the first companies to do so. 
 
5.9 PROBLEMS ASSOCIATED WITH GEOCACHING 
 
Although geocaching is seen as a „green‟ environmentally friendly activity, that is fun, 
inexpensive, accessible and rewarding, there are certain negative instances 
associated with geocaching (Marcoux 2008).  
American Forests are running a „Big Tree Program‟ for nature enthusiasts interested 
in large trees. The „Big Tree Program‟ were donated GPS‟s which were distributed to 
participants that were willing to assist in locating big trees to build a data base of 
locations where large trees can be found. Private landowners, although keen on the 
concept of such a data base for large trees, are not enthusiastic about the concept 
as they don‟t want the general public to enter their property.  
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The Dismal Swamp National Refuge is one company that is also not keen on 
allowing access on their property when there is a chance of participants going off-
trail inside the swamp area. When participants do not follow already laid-out trails on 
the swamps‟ property the environment is damaged. In Maryland, employees of a 
National Park found an old ammunition box. The Federal Bureau of Intelligence (FBI) 
was called in as they thought the cache was an actual bomb. Geocachers must 
ensure that they have permission to be on the property where geocaches are hidden 
(Wright 2003). A bill of rights was proclaimed in South Carolina, USA, that states that 
a fine of USD100 will be given to geocaching participants hiding geocaches at 
historic sites and in cemeteries without permission. It was further stated that the 
geocaching participants are in such a hurry to find caches that they forget to 
appreciate the sensitivity of the surroundings (GPSworld 2006). 
On the South African National Parks‟ website (SANParks) a forum discussion 
debated geocaching in the Kruger National Park. The discussion mentioned that two 
cache places were in violation of SANPark and geocaching rules and that caches 
placed without permission. It is stated that it is difficult to get owners‟ permission, but 
that geocaching participants sorted the problem out before SANParks became aware 
of the problem. Some participants in the forum stated that geocaching in national 
parks are an excuse to chase from cache to cache in the parks, that the aim to visit 
the national park is to watch the animals in the park and that hiding the cache are 
against the SANParks rule which states that nothing should be left behind when you 
leave the park and not get out of your vehicle and stay on public roads. The counter 
argument was that geocaching can benefit wildlife if done responsibly and that virtual 
and earth caches do not involve leaving anything behind as, for example the earth 
cache in Skukuza Camp that aims to teach participants to learn about the geology of 
the Kruger National Park and geocache participants must merely take their picture 
on sight. Participants do not have to get out of their cars, drive off public roads, 
which amount to being responsible and following SANPark and geocaching rules 
(“Geocaching not allowed in KNP”, December 2008). Virtual caches unfortunately do 
not exist and if the statistics below of the number of caches in the national parks of 
South Africa are considered, apart from the Kruger National Park and Addo National 
Park then, very few caches exist in the national parks of South Africa. 
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Table 5.2: Caches in South Africa’s national parks 
NATIONAL PARK CACHES 
Addo Elephant National Park 20 
Aguhas National Park 0 
Bontebok National Park 1 
Tsitsikamma National Park 9 
Mountain Zebra National Park 3 
Golden Gate Highlands National Park 0 
Karoo National Park 1 
Tankwa Karoo National Park 1 
Kgalagadi National Park 1 
Kruger National Park 19 
Mapungubwe National Park 2 
Richtersveld National Park 7 
Table Mountain National Park 159 – 171* 
Cape Peninsula 44 
Namaqua National Park 0 
West Coast National Park 5 
Marakele National Park 2 
Mokala National Park 1 
Source: Researchers‟ own compilation (2010) 
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*Caches in Kruger National Park is approximate as it includes neighbouring private 
game reserves. 
Similar to sport, rules and guidelines must be followed when geocaching. If the 
guidelines, as per geocaching website are not followed, geocaching, which takes 
place on non-geocaching participants‟ property will jeopardise future geocaching 
opportunities as discussed above.  
 
5.10 SUMMARY  
 
This chapter has explained what geocaching is, what a cache information page look 
likes like on the website and what it entails to hide a cache. Further discussions 
related to the history of GPS technology and geocaching, GPS receiver features 
required to enjoy geocaching as well as GPS receivers designed for other purposes 
and geocaching in particular, such as the GeoMate JR. The types of geocaches one 
get were discussed together with how geocaching has been used, in relation to other 
activities and industries.  
The first activity where geocaching has been used in conjunction with schooling was 
in schools in the United States of America. In schools geocaching has been used to 
teach various subjects and as a form of enjoyable exercise. Geocaching as part of 
an exercise routine is not only used in schools but in health related businesses and 
in circumstances where families exercise together. Children associated with the Boy 
Scouts, in certain cases, have also been introduced to geocaching with much 
success.  
Geocaching also aims to be environmentally sound and in co-ordinance with 
property owners guidelines as the well as guidelines set by Groundspeak. Certain 
problems have arisen in National Parks and other locations in the United States of 
America as well as in the Kruger National Park in South Africa. However, as 
geocaching is a rather new concept in South Africa and there isn‟t a large number of 
caches hidden in South Africa‟s National Parks, with the exception of Table 
Mountain, Kruger National Park and Addo Elephant National Park, these problems 
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can be prevented and avoided if the rules and guidelines of the property owner, 
SANParks, and Groundspeak is followed.  
The term „geo-tourist‟ has been created that describes the persuasive and curious 
participants that participate in this child-friendly activity that takes them to places 
they have never been aware of before (Weber 2003:56). In the following three 
chapters information is given on how geocaching can be implemented in South 
Africa. 
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CHAPTER 6  
PRIMARY DATA SOURCING PROCESS 
 
6.1 INTRODUCTION   
 
The aim of conducting primary research in this research project was to determine 
whether geocaching can be utilised as physical exercise and as a means of 
increasing tourism. In order to come to a conclusion, primary research was 
conducted in three stages, namely: the sample that was chosen out of the population 
that participated in the research process, the research process itself, as well as the 
method of how the data were captured. The three stages will be discussed in 
sections 6.2,6.3 and 6.4. 
 
6.2 SAMPLING 
 
Marketing students from the second avenue campus of the Nelson Mandela 
Metropolitan University were chosen to participate in the research study. The 
students, as a sample, were easily accessible. The sample comprised male and 
female students from different cultures. The students were not registered as 
geocache participants and have not previously known anything about the concept of 
geocaching. Convenience sampling was used. 
 
6.3 THE RESEARCH PROCESS 
 
The process for obtaining primary research was done in three stages. Preceding the 
three stages, the researcher had to conduct certain activities, in order to enable the 
research process to take place. The three stages were necessary to educate 
respondents on the research process. The three-stage research process involved a 
lecture on geocaching, the respondents actually geocaching themselves, and the 
respondents filling in the questionnaire. 
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6.3.1 Preceding activities 
The researcher took an example of a cache to the Boardwalk Casino and 
Entertainment Complex. A meeting with the retail manager was arranged via e-mail. 
After an explanation on what geocaching is and showing what caches look like, it 
was agreed that caches could be hidden at the Boardwalk Casino and Entertainment 
Complex, and those respondents could geocache within the Boardwalk Casino and 
Entertainment Complex. Three caches were hidden on the property. The three 
locations are indicated below on the map of the Boardwalk Casino and 
Entertainment Complex. 
 
Figure 6.1: Map of The Boardwalk Casino and Entertainment Complex 
 
Source: http://www.findlatitudeandlongitude.com/, 28 March 2011) 
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From the map above, the three locations indicated include: 
 A cache outside the Lighthouse entertainment centre; 
 A cache in the Nelson Mandela Bay Tourism Office; and 
 A cache next to the putt-putt course. 
 
The reason these caches were chosen were: 
 The caches were placed far enough apart, so that the respondents did not get 
confused between different geocaches‟ latitude and longitude coordinates; 
 The caches were accessible enough for respondents to reach within the given 
timeframe of thirty minutes; and  
 Respondents were directed in different directions – to minimise the chance of 
them following one another. 
 
The researcher hid the caches before the first group of respondents had arrived. 
Every time after a group of respondents had finished geocaching, the researcher 
went to retrieve the caches. Upon retrieval of the caches, they were opened to 
ensure that the caches, the logbook and the pen were still in the cache – for when 
the next group arrived.    
 
The clues given to the respondents, gave the respondents the name of a cache. The 
name gave the first indication of the area where the cache was hidden. The difficulty 
level of each cache was given, as well as the GPS coordinates of the cache. General 
information and a short history of the Boardwalk Casino and the Entertainment 
Complex were given. The clue also contained an encoded message. The 
respondents were shown how to decode the message during the lecture. Where this 
information was located on the clue is described below in Figure 6.2. 
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Figure 6.2: Example of Clue given to students  
 
Source: Woudi von Solms 28 March 2011 
 
The majority of the respondents heard of geocaching for the first time during the 
lecture. In order to inform them of geocaching and what they would do during the 
research process, the researcher included information on geocaching in general, the 
history of geocaching, and what the respondents would be expected to do when 
geocaching. The information on geocaching and its history were similar to the 
information given in Chapter 5.  
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The respondents were informed that they would need to bring a cache with them, if 
they wanted to exchange it. The respondents were also advised that they had to 
bring a GPS-device or a GPS-enabled cellphone. 
 
6.3.2 Lecture on geocaching 
The majority of the respondents heard of geocaching for the first time during the 
lecture. In order to inform them of geocaching and what they would do during the 
research process, the researcher included information on geocaching in general, the 
history of geocaching, and what the respondents would be expected to do when 
geocaching. The information on geocaching and its history were similar to the 
information given in Chapter 5.  
 
The respondents were informed that they would need to bring a cache with them, if 
they wanted to exchange it. The respondents were also advised that they had to 
bring a GPS-device or a GPS-enabled cellphone. 
 
6.3.3 Geocaching 
Upon arrival at the Boardwalk Casino and Entertainment Complex, the respondents 
were informed about the arrangements. They were told that there were three caches 
hidden, and that they would be given a clue to one of the caches at random. They 
were asked to divide themselves into groups, and to fetch the clue and map from the 
researcher. The map was optional, and it was explained to the respondents how to 
use the map. The clue and its layout were discussed in some detail.  
 
6.3.4 Questionnaire 
The questionnaire took approximately ten to fifteen minutes to complete; and it was 
anonymous. Close-ended questions were used. A copy of the questionnaire is 
provided in Annexure A. The question number that related to the various topics is 
depicted in the diagram below. 
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Table 6.1: Topic of Questions 
 
TOPIC 
 
QUESTION NUMBER 
 
Tourism 
 
1, 2, 5.3, 7 
 
Leisure and Free-time 
 
3.1, 3.2, 6.2, 7, 14.1 
 
Physical Exercise 
 
3.3, 3.4, 4.4-4.5 
 
Geocaching 
 
4.1-4.3, 4.6, 5.1-5.4, 6.1-6.2, 7, 8, 9, 10,11, 12, 13, 14.2 
 
6.4 DATA CAPTURING  
 
The researcher captured all the data from the questionnaires. In total, 130 
questionnaires were received altogether. 
 
6.4.1 Problems with the data capturing 
Problems were experienced when capturing the data, when it was realised that the 
respondents had filled in some of the questions in a way not asked by the 
researcher. For example, in question six, only those questionnaires with one answer 
given, were taken into consideration, during the data-collection phase. In question 
seven, the respondents were asked to choose only one of the options provided. 
When it was noticed that a number of respondents had chosen more than one 
option, the researcher and the statistician decided that multiple answers would be 
allowed. 
 
Questions 12 and 13 involved respondents ranking the options given. They were 
asked to number the options from one to five, and from one to six. Some 
respondents gave each option a mark out of six. This resulted in the questions not 
being answered correctly.   
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6.5 CONCLUSION 
 
In this chapter, the processes that were followed during the primary data collection 
were discussed. It was mentioned that the first step in the primary data-collection 
process was to inform the sample what geocaching involves. After informing the 
sample on geocaching, the respondents in the sample were given an opportunity to 
geocache, after which the respondents were given an anonymous questionnaire to 
fill in. The questionnaire involved questions that related to geocaching, tourism, 
physical activity and leisure time. A break-down was also given of the question 
numbers and the topics to which each question related in the research study.  
 
In Chapter Seven, the results obtained from the questionnaire will be discussed. 
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CHAPTER 7 
EMPIRICAL FINDINGS 
 
7.1 INTRODUCTION 
 
In this chapter the empirical finding will be discussed. The process of test-marketing 
will also be discussed. The test-marketing is related to a cache that was hidden at a 
small tourist attraction. The rest of the chapter will involve a discussion on the 
empirical results of the research objectives and the conclusions that were reached. 
 
7.2 TEST-MARKETING 
 
If one wants to incorporate geocaching into tourism, the tourist business will have to 
become involved. Tourism marketers will, therefore, play an important role in 
incorporating geocaching into the existing tourism product. The process of how to 
hide a cache at a tourist attraction has already been explained in Chapter 5. To gain 
insight into the impact geocaching can have on a business, the researcher 
conducted a small-scale case study for test-marketing purposes.  
 
The discussion below is based on the comments from the geocache participants that 
came to find the cache. The participants were not related to the respondents who 
were used to gain information on the research objectives one to five.  
 
The cache was hidden in a small restaurant that used to be an old railway station. 
The restaurant is not near any major tourist attractions or popular roads. The 
restaurant is open during school holidays and weekends. School holidays are their 
busiest time. The cache was hidden in December 2009. Up until November 2011, 52 
geocache participants have come to look for the cache.  
 
Of the 52 visitors, fourteen stayed to drink or eat something at the restaurant. Five 
explicitly mentioned that if it were not for the cache, they would not have known of 
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the restaurant. It may be assumed that 51 visitors heard of the restaurant via the 
geocaching website as only one mentioned that they knew about the restaurant and 
are from the area. Eighteen people said that they had enjoyed the location, five 
people stated that it was not their only cache for the day, while five people said that 
they could possibly return in the future. The time of year that the geocachers visited 
the cache is shown below. 
 
Figure 7.1: Time when people geocached 
 
 
 
In 2010, twenty six geocachers found the cache; in 2011 twenty. The reason for the 
drop in numbers is not known. When it is school holidays, the numbers of geocache 
participants increased. December 2009, January 2010 and April 2010 showed the 
highest number of visitors. The reason why December 2010 and January 2011 had 
fewer results is not clear. In April 2011 and August 2011 the amount of geocachers 
increased. During the July 2010 school holidays, the researcher had to take down 
the cache to repair it. The results above are not sufficiently reliable to be used on 
other attractions. The data on the number of visitors that visited other tourist 
attractions at any location can be accessed by geocache members.  
 
All those tourist attractions that have geocaches can find data on the comments 
made by geocache participants, and the dates that the geocache participants found 
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the cache. A comparison can be made by different type of attractions that are similar, 
for example, National Parks, or attractions that are within the same geographic area. 
With this test-marketing case study, the researcher merely wanted to see the extent 
to which geocache participants would visit a minor tourist attraction, and how this 
increased the number of visitors. 
 
7.3 EMPIRICAL RESULTS  
 
It is evident from Figure 7.1 that the majority of the respondents (46.03 per cent) 
participate in physical exercise between one to three hours per day. Fifteen per cent 
of the respondents participate in physical exercise for three to five hours per day, 
and 8.73 per cent of the respondents participate in physical exercise for more than 
five hours per day. Nineteen per cent of the respondents participate in physical 
exercise for less than an hour per day; and 10.32 per cent do not participate in any 
form of physical exercise. 
 
Figure 7.2: Current time spent on Physical activity as an individual 
 
 
The majority (55.65 per cent) spend less than three hours per day on physical 
exercise, and more than three hours per day on television and computer-related 
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activities. This included 4.84 per cent of the respondents who did not spend any time 
on physical exercise at all.  
 
More than 80 per cent of the respondents enjoy the exercise they participate in.  In 
total, 11.72 per cent enjoy exercise on limited occasions, while 4.69 per cent do not 
enjoy exercise at all. The drop from constantly enjoying exercise to enjoying exercise 
on numerous occasions is substantial: 47.66 per cent. 
 
7.3.1 Physical activity levels that include geocaching 
After the respondent‟s geocached, 30.40 per cent of them stated that they did not 
initially think geocaching would involve physical exercise. This statement is depicted 
below in Figure 7.2. Approximately half of the respondents saw geocaching as 
exercise. One fifth of the respondents did not experience geocaching as involving 
exercise at all. Thus, in total 79.70 per cent of the respondents experienced some 
form of exercise while geocaching. 
 
Figure 7.3: Did you experience geocaching as including physical exercise? 
 
It must be kept in mind that the small geographical area given to the respondents to 
do the geocaching, involved them to travel approximately one kilometre within a 
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shopping complex. The terrain where the geocaches were hidden could be adapted 
to allow for the different levels of physical exercise experienced. 
 
Figure 7.4: Geocaching if exercise involved 
 
 
In total, 66.67 per cent of the respondents agreed to participate in geocaching 
constantly, even if it involved exercise. Only 10.32 per cent indicated that they would 
not participate in geocaching if it involved any exercise.  
 
7.3.2 Physical activity and time spent 
The majority of the respondents and their families (33.06 per cent) do not participate 
in any form of physical activity at all. In total, 20.97 per cent of the respondents and 
their families spend some time on physical activity one to three hours per day; 4.03 
per cent spend three to five hours per day; and 0.81  per cent spend more than five 
hours per day on physical exercise. 
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Figure 7.5: Time family spend on physical activity 
 
7.3.3 Geocaching as an enjoyable activity 
The figure below involves respondents‟ reasons for continuing to geocache. 
 
 
Figure 7.5: Reasons for continuing to geocache 
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The majority (29.46 per cent) of the respondents stated that they would continue to 
geocache because it is fun and 29.41 per cent said they would replace other leisure 
activities with geocaching. In total, 24.03 per cent would continue to geocache, as it 
involved exercise; while 20.17 per cent were willing to forego other leisure activities 
for this as a replacement. Geocaching to increase family recreation time was the 
third most popular reason - 17.83 per cent stated that increasing family time was 
their main reason for continuing to geocache; while 15.13 per cent were willing to 
replace other leisure activities if it involved more family time.  
 
If geocaching involved visiting tourist attractions, then 15.13 per cent were willing to 
forego other leisure activities for this reason. In total, 13.95 per cent were seriously 
considering geocaching, as it is free of charge; while 5.88 per cent were willing to 
replace other leisure activities for geocaching as an alternative form of exercise.   
 
In order to gain further insight into the respondents‟ perception of geocaching, they 
were asked which aspect of geocaching they enjoyed the most. Six options were 
given: handling a GPS, being outdoors, finding treasures, physical activity, spending 
time with friends, and finding items inside the cache. The respondents had to rank 
the six categories. The results of the respondents are indicated in Figure 7.6 below.  
 
Figure 7.6: Elements enjoyed the most when geocaching 
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Figure 7.6 is divided into three sections, namely: a section indicating which elements 
of geocaching were enjoyed the most by the respondents; those elements which 
yielded a moderate level of enjoyment; and those elements which were enjoyed the 
least.  
 
The following conclusions can be made regarding Figure 7.6. Handling a Global 
Positioning System (GPS) showed the smoothest curve, and was in total the aspect 
of geocaching that was least enjoyed, as it had a low percentage of the respondents 
enjoying it. None of the respondents indicated that they did not enjoy being outdoors. 
Finding treasures was the most enjoyable element of geocaching, according to most 
of the respondents. 
 
7.3.4 Geocaching as a family recreational activity 
The first part of the discussion will be about those with whom the respondents 
currently spend their leisure time. Comparisons will then be made on the time spent 
on television, computers and other related activities.  
 
A minority of the respondents (6.09 per cent), spend time by themselves. This was 
followed by 10.44 per cent, spending time with only family member; 39.13 per cent 
spending time with friends; and 44.35 per cent spending time with family and with 
friends.  
 
The majority of the respondents (77.40 per cent) stated that they would consider 
geocaching on numerous occasions, if this meant an increase in their family time. 
The 77.40 per cent included 4.35 per cent of the respondents spending time by 
themselves, 38.26 per cent spending time with family and friends, 26.96 per cent 
spending time with friends only, and 7.83 per cent spending time with family only. 
 
Of the respondents that spent more than three hours per day on physical exercise, 
2.46 per cent spent more than three hours per day on television and computer-
related activities, while the same number spent less than three hours per day on 
television and computer-related activities. Of the respondents who spent less than 
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three hours per day on physical exercise, 31.15 per cent spent less than three hours 
per day on television and computer-related activities.  
 
A conclusion can be reached that families that spend more time on television and 
computer-related activities, tend to spend less time on physical exercise. The 
opposite is also true. However, the above information is based on the respondents‟ 
responses as a whole, and is not a comparison between the relationships of families 
individually.  
 
To further determine the respondents‟ commitment to wanting to continue to 
geocache, in order to increase family recreation time, the respondents were asked 
whether they would consider getting a GPS device to continue to geocache.  
 
Of the 21.77 per cent that said that they would not consider geocaching, or would 
only consider it on limited occasions, 7.87 per cent said that they would not, or were 
unsure about getting a GPS device; and 13.90 per cent said that they would get a 
GPS device to geocache. This provides the researcher with some encouragement 
that they may continue to geocache, as they are willing to spend money on 
geocaching. 
 
7.3.5 Recreation time and tourism related activities 
In total, 10.9 per cent of the respondents said they would consider geocaching if it 
allowed them an increase in tourist-related activities.  
 
The majority of the respondents said they would geocache while on holiday. In total, 
only 7.5 per cent said they would not continue to geocache. Approximately 20 per 
cent of the respondents said that they would geocache in their free time; and they 
would spend free time on other activities. 
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7.4 RESEARCH QUESTION 
 
For the purposes of this study, five research questions were formulated. Each 
research question will now be discussed.  
 
7.4.1 Research Question 1: Can geocaching lead to weight loss? 
The results pertaining to the above question were limited, as weight loss could not 
be determined, because of the short period of time spent in geocaching.  
 
7.4.2 Research Question 2: Can geocaching be utilised as a form of physical 
exercise? 
The results indicated that geocaching was seen as a method of exercise by the 
respondents during the research process. Other motivations for geocaching being 
seen as a means of physical exercise involve the respondents indicating that they 
would continue to geocache in the future, in order to get exercise. The respondents 
also stated that they were willing to get a GPS device to help continue geocaching 
for physical exercise.  
 
Where more than three hours per day were spent on television and computer-related 
activities physical exercise levels dropped. Those respondents who spent more than 
three hours per day on television and computer-related activities were also those 
who enjoyed physical exercise the most.  
 
7.4.3 Research Question 3: Is geocaching seen as an enjoyable activity? 
The main reason to continue geocaching and to replace other recreational activities 
with geocaching was that it was fun. This indicates that geocaching is enjoyable. 
Physical exercise was given as a reason why the respondents would continue to 
geocache. 
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7.4.4 Research Question 4: Can geocaching be utilised to increase family 
recreation time? 
The percentages of the respondents who spent leisure time with friends and family 
(44.8 per cent) and with friends only (38.8  per cent) were those considering to 
geocache  to increase family time. The percentage of the respondents that spent 
more than three hours per day on television and computer-related activities spent the 
same amount of time on non-television and computer-related activities. 
 
7.4.5 Research Question 5: Can geocaching be used to increase tourism? 
Most of the respondents said that they would continue to geocache, as it is free (14 
per cent) – especially when going on holiday. The majority of the respondents, in all 
cases, said that geocaching had encouraged them to participate in tourist-related 
activities (69.8 per cent).  
 
7.5 SUMMARY 
 
Geocaching was seen as educational by most of the respondents (70.6 per cent). 
The respondents also found the map the easiest method to use. Using cellphones 
was the second easiest method. There was a willingness to buy a GPS, which would 
facilitate the process in future when wanting to geocache. A cheaper and easier 
alternative would be to download an application onto a cellphone, especially as 
cellphones were seen as an easy method of geocaching.   
 
The final summary, the conclusions and some recommendations will be discussed in 
the next chapter. 
 
 
 
 
 
 
105 
 
CHAPTER 8  
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
 
8.1 INTRODUCTION 
 
This chapter focuses on the summary and conclusions of this research project. 
Recommendations will also be given. The chapter will conclude with a section on the 
limitations of this research, as well as a few possible topics for future research. 
 
8.2 SUMMARY 
 
In Chapter One a brief description was given on tourism and geocaching. The 
objectives were stated, the general methodology explained and the research design 
process and methods were also described. 
 
Chapter Two focused on a detailed description of the methodology. The difference 
between positivistic and phenomenological studies, and between quantitative and 
qualitative research was explained. Validity, reliability and generalisability were 
described, as well as what descriptive, exploratory and causal research entail. 
Lastly, the sampling procedure, the population and the data-gathering techniques 
were explained. 
 
Chapter Three involved a discussion on obesity, and what can be done to reduce 
obesity. Health risks that relate to obesity were also mentioned, together with the 
organisations that assist in research, education and the prevention of obesity. 
 
In Chapter Four tourism marketing was discussed. A description of the service 
industry was given, and tourism marketing and the extended marketing mix were 
also discussed.  
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Chapter Five involved an explanation on geocaching. It was explained what 
geocaching is. The history of geocaching was explained, together with how GPS 
technology is linked to geocaching. The types of caches, the alternative uses for 
geocaching and the problems associated with geocaching were also mentioned.  
 
In Chapter Six the sample and data gathering techniques of this research study were 
explained. The data-collection process and the problems associated with the data 
collection were mentioned. In Chapter Seven, the empirical results were discussed 
and explained in terms of each research objective. 
 
8.3 CONCLUSIONS 
 
The first conclusion is that obesity and related medical conditions are a problem in 
South Africa. Tourism, if correctly applied could assist in reducing this problem. The 
research findings stated that the sample mostly spent one to three hours per day on 
physical activity, and that the amount of the time spent on television and computer- 
related activities increases when little time is spent on physical exercise. Spending 
more than three hours per day on television and computer-related activities does not 
mean that exercise is not enjoyed.  
 
Students who spend more time on television and computer-related activities also 
indicated that they visit tourist attractions more frequently. 
 
Research indicated that many families spend less time on physical exercise than 
respondents. Most respondents stated that the reason they will continue to geocache 
was because it was fun. The second most popular reason to continue to geocache 
was the possibility of increasing family time (53.49 per cent). Limited free time was 
the reason given why most may not continue to geocache. The percentage of the 
sample that came from families who spend more than three hours per day on 
television and computer-related activities indicated that they were most likely to 
obtain a GPS-related device to continue geocaching for more family time. 
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In total, 72.58 per cent of the respondents stated that they would continue to 
geocache, as it is free and leads to visiting tourist attractions. Approximately 50 per 
cent of the respondents already visit attractions in Port Elizabeth.  
 
8.4 RECOMMENDATIONS 
 
Individuals need to be increasingly and continuously made aware of obesity-related 
health risks and how to overcome them. The importance of physical activity must be 
made available to individuals. This research should be conducted over a longer 
period of time.  
 
More research should be done on tourist attractions, and the impact of hiding 
geocaches at such sites should be explored. The number of tourists geocaching at 
such attractions, the time the attractions are visited by geocachers, the amount of 
caches geocachers look for in one day, and which types of attractions are more 
popular to visit could shed light on tourism patterns. The research has gained insight 
into new tourism markets. 
 
Geocaching involves a small number of tourists who visit a cache and tourist 
attractions at any one given time. Mass tourism has been shown to damage the 
natural environment. Having individuals geocaching and visiting the tourist 
attractions in small numbers would be beneficial to the natural environment and 
assist in sustainable tourism practices.  
 
The travel and tourism industry is not the only industry that could benefit from 
geocaching. The majority of the respondents stated that they found geocaching 
educational. In the United States of America, geocaching is used within the 
education system. Schools and universities use geocaching in numerous subjects. 
Geocaching involves questions that must be answered, and riddles that must be 
solved – before, or during the search for caches. Questions and riddles can be 
adjusted to the subjects taught. Geocaching could, therefore, provide an additional 
method of teaching and exercise in schools and universities.  
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Research has shown that limited time is one of the reasons why respondents 
participate in exercise so infrequently, and they may not, therefore, continue to 
geocache. Motivation and enjoyment have been shown to be associated with 
geocaching; however, the time required may prevent individuals from geocaching, as 
it prevents them from exercising. If a research study could be done on the possibility 
of increasing time for geocaching, the time spent together as a family, and the time 
spent on tourist-related activities would increase.   
 
Large amounts of time are spent on television and computer-related activities, and 
less time is spent on physical exercise. Geocaching involves computer-related 
activities; and it has been described as a game. If there is a correlation between 
reasons to play computer games and geocaching, the similarities would allow 
geocaching to be used as an alternative to computer games in a non-virtual 
environment. This would allow for health benefits, an increase in tourism and 
increased family recreation time.  
 
Limited time spent as a family is seen as a societal problem. Respondents have 
shown that they would consider devoting more time to geocaching, in order to 
increase their family time.  
 
8.5 LIMITATIONS 
 
The respondents geocached for a short period of time only. The majority of the 
respondents did not have a GPS-device, or they were unsure of how to use the 
coordinates given to them. The area in which respondents geocached, may not have 
been adequate to allow for a high level of physical activity, but it was chosen, as it 
was a tourist attraction that was convenient and accessible.  
 
The respondents were students, and their ages ranged between eighteen and 
twenty-two years of age. This research study did not allow for any indications of how 
other age groups would have experienced geocaching.   
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8.6 FUTURE RESEARCH 
 
Some of the possibilities for future research include a similar study over a longer 
period of time. Research on a Geocaching Tourist Route and the extent of 
sustainable tourism practices could be considered; and this might provide insight into 
whether geocaching attracts tourists – and if so, what type of tourists would be 
attracted to geocaching. 
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ANNEXURE A 
 
QUESTIONNAIRE 
 
By answering this questionnaire you are participating in research that involves 
geocaching. The research aims to determine your opinion on the sport, whether you 
saw it as a means of physical exercise, whether you enjoyed it and whether you 
would continue geocaching in the future. You opinions will also help determine 
whether geocaching can be used as a feasible marketing tool by tourism businesses. 
Please put a cross (X) in the block that reflect your viewpoint the best. 
 
1. What type of activities do you take part in when you go on vacation? You 
can choose more than one option. 
 
a) Visiting friends and relatives 
a.  
b) Going on holiday to visit attractions and discover new tourist destinations 
b.  
c) Business reasons 
c.  
d) Medical reasons: to relax, reduce stress or seek medical procedure 
d.  
e) Education 
e.  
f)   Scenery (beaches and mountains) 
f.  
g) Cities (Cape Town) 
g.  
h) Wildlife (Kruger National Park) 
h.  
i)   Historical and cultural attractions (townships) 
i.  
j)   Sport 
j.  
k) Other 
k.  
 
1.1 Please specify_________________________________________________ 
 
 
2.  Do you visit tourist attractions around your own 
city?  
Yes No 
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4 
Yes, regularly 
 
 
3 
I visited them 
occasionally 
 
 
2 
I have visited 
them once 
 
1 
 
Not at all 
2.1 How often do you visit 
the locations you have 
visited today? 
    
 
 
2.3. If you have answered „Not at all‟ to the above question, please indicate 
whether there is a specific reason. 
 ______________________________________________________________ 
 
 
3. The following questions aims to gain insight into the amount of time you 
spent on various activities.  
 
5 
More than five 
(5) hours per 
day 
 
 
4 
Three (3) to 
five (5) hours 
per day 
 
3 
One (1) to 
three (3) hours 
per day 
 
2 
 
Less than one 
(1) hour per 
day 
 
1 
 
None 
3.1 How much time 
does you and your 
family generally 
spend together that 
excludes television 
and computer related 
activities? 
     
3.2 How much time 
do you and your 
family generally 
spend together that 
includes television 
and computer related 
activities? 
     
3.3 How often do you 
participate in 
physical exercise? 
     
3.4 How often do 
your family take part  
in physical activity? 
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4.       Questions 4, 5 and 6 aim to determine your opinion on geocaching and  
          how you found the experience. 
 
 
4 
Yes, constantly 
 
 
3 
On numerous 
occasions 
 
 
2 
On limited 
occasions 
 
1 
 
Not at all 
4.1To what extend did the 
other people in your group 
who did not have a GPS 
handle the GPS to look 
for caches (treasures)? 
    
4.2 Have you done 
geocaching before? 
    
4.3 Would you consider 
geocaching if it would 
allow you to exercise?  
    
 
4 
Yes, constantly 
 
 
3 
On numerous 
occasions 
 
 
2 
On limited 
occasions 
 
1 
 
Not at all 
4.4 Looking back, did you 
experience geocaching as 
physical exercise, even 
though you might not 
have realised it initially at 
the start of the day? 
    
4.5 In general, do you 
enjoy the exercise you 
participate in? 
    
4.6 Would you consider 
geocaching if it meant that 
you would be able to 
spend more family time 
together?  
    
 
4.4 What type of physical exercise do you generally participate in in your 
spare time? 
 
 ______________________________________________________________ 
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5.   
 
4 
Yes 
 
 
3 
Yes, maybe 
 
2 
Unsure 
 
1 
 
No 
5.1Have the „geocaching 
information day‟ motivated 
you to visit Port Elizabeth 
tourist attractions where 
there are geocaches 
located? 
    
5.2 Did you and your 
group find todays 
„geocaching information 
day‟ educational? 
    
5.3 Considering that 
geocaching is free, would 
you consider planning 
your holidays, weekend 
excursions and spare time 
to locations where there 
are a lot of geocaches? 
    
5.4. Is your phone GPS 
compatible? 
    
5.5 Would you consider 
getting a GPS device or 
GPS software on your 
phone that is designed 
specifically for 
geocaching? 
    
 
6.   
 
 
 
 
1 
 
Free of 
Charge 
 
2 
 
Can 
involve 
physical 
exercise 
 
3 
 
To 
increase 
family 
recreation 
time 
 
4 
 
Involves 
visiting 
tourism 
attractions 
 
5 
 
It is fun 
 
6 
 
Other 
 
7 
 
Not 
Applicable 
as won’t 
continue 
to 
geocache. 
 
6.1 If you decide to 
continue to geocache, 
what would be the 
reason? 
       
6.2 If you decide to 
replace other 
recreational activities 
with geocaching, what 
will the reason be? 
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If other, please specify: _______________________________________________________ 
 
___________________________________________________________________________ 
 
For questions 7 – 14 please indicate your opinion in the block next to the 
statement with an ‘X’. 
 
7. If continuing with geocaching, when do you think you will geocache? 
 
a) While on holiday or on weekend excursions a.  
b) I will plan time ahead and allocate/make time to geocache in my own city b.  
c) During free time I will primarily geocache around my own city c.  
d) During free time I will prefer to spend my time on other leisure activities d.  
e) I will not continue geocaching e.  
 
8. What may be a possible reason for you to not continue geocaching? 
 
a) No Time a.  
b) No GPS device b.  
c) Didn‟t like geocaching c.  
d) Already have too many other leisure activities d.  
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9. With which device did you geocache today? 
  
a) GPS e.  
b) Cell Phone f.  
c) Blackberry g.  
d) Other h.  
 
9.1      If you chose ‘other’, please specify: ____________________________ 
 
10. How hard did you find loading the coordinates and following the 
directions and clues to where the cache is hidden? 
 
a) Easy  
b) Difficult  
c) Confusing  
d) I couldn‟t do it  
 
11. Do you own your own GPS? 
 
a) Yes  
b) I borrowed one for the day.  
c) No   
d) I participated with a friend who owned a GPS.  
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12. Which aspect of geocaching did you enjoyed the most? (Please indicate by 
numbering 1 to 6 – one being the choice most enjoyed and six being the 
choice most enjoyed.) 
 
a) Handling the GPS  
b) Being outdoors  
c) Finding the treasure  
d) Partaking in physical activity  
e) Spending time with friends  
f)    Findings items inside the cache  
 
13. Which part of the day did you enjoy the most? (Please indicate by 
numbering 1 to 5 – one being the choice enjoyed most and five being the 
choice least enjoyed.)  
 
a) Visiting tourist attractions, e.g. the beach and the Boardwalk  
b) Treasure hunting: seeking the caches  
c) Spending time with family and friends  
d) Partaking in physical activity  
e) Being outdoors  
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14. With whom do you normally spend your leisure time.   
 
 
5 
Family 
 
 
4 
Friends 
 
3 
 
Family and 
Friends 
 
2 
Myself 
 
1 
 
People I 
don‟t know 
 
14.1 With whom do you 
normally spend your 
leisure time? 
     
14.2  Who else will you 
tell about geocaching that 
you think will enjoy 
geocaching? 
     
 
15.  Please specify the amount of males, females, adults and children in your 
group? 
 
 
 
 
2 
Male 
 
 
1 
Female 
 
Individual 1   
Individual 2   
Individual 3   
Individual 4   
 
Thank you for taking the time to complete the questionnaire! 
 
